





N 4 of a series of people YOU 
0. have on Your Mailing List. 











If he’s worth a mailing from you, he 
gets letters from others, too! So why 
chance a mislaid, misplaced, mis- 
directed or mishandled reply card ? 
Why allow your reply card to get 
lost in the shuffle 2 


REPLY-O LETTER carries your (already 
filled-in) reply card in an exclusive 
slip-out pocket. No pencil, pen or 
fill-in needed on the card! And it 
stands out in Harried Harry's 
mail, too. 


REPLY-O LETTER users get better 
returns... for example: 


“Reply-O Letter consistently gives 20% 
more six-dollar mail orders...You can look 
upon MoToR Book as a well satisfied 
customer.” —MoToR Book Department 


Send for sample letters and free copy 
of "IT WAS ANSWERS HE WANTED.” 
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SHORT 


NOTES 


DEPARTMENT 


@ HERE’S A QUICK ROUND-UP of the 
news and ideas which crossed this 
reporter's desk during the merry month 
of June. Get out your pencil and check 
the items you (or your secretary) should 
do something about. 


oT 
eee 


@ THE 75TH ANNUAL REPORT of the 
Peabody Home, 1000 Pelham Parkway, 
Bronx 61, N. Y. is a well-done job. 6 
by 9 inch, 24 pages. Tells by pictures 
and fine text the history of this well- 
known home for aged women. Unique 
feature reproductions of pages 
{from ancient reports, running back to 
1874. Financial Secretary, Florence A. 
Johnson, used a simulated pen-written 
memo from the Treasurer to get extra 
attention for the booklet. Maybe she 
could spare you an extra copy of the 
report for your idea file. 


eee 


@ FINE PRINTS AND PICTURES are 
being merchandised by mail by the 
Creste-Andover Company, 62 East 87th 
Street, New York 28, N. Y. Seems that 
sets of prints are becoming more and 
more popular as gifts. A 34-page. 6 
by 9 inch catalog now available, tells 
you all about it. 


eee 


@ MAILERS ARE OPTIMISTIC 
according to a survey recently com- 
pleted by Lewis Kleid of Mailings In- 
corporated, 25 West 45th Street, New 
York 19, N. Y. 83.3% of the nation’s 
top users of Direct Mail expect an up- 
turn of increased results this fall. 

Incidentally, Lewis Kleid has just is- 
sued a pamphlet which should be very 
helpful to people contemplating the 
rental of their own mailing list. It is 
titled “How the Rental of Your Mailing 
List can Produce Revenue Without 
Risk.” Pamphlet contains 28 vital ques- 
tions with  straight-from-the-shoulder 
answers. 


ddd 


@ POSTALWOOD CARDS were handed 
out to visitors at the convention ex- 
hibits of the Perkins Glue Company, 
Lansdale, Pennsylvania. They were 
made in regular post card size from 
plywood thicknesses glued with Perkins’ 
products. Advertising Manager, Joe 
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Barnes, reports they were very effective. 
Visitors wrote their messages in space 
provided and the Perkins people paid 
the postage. Three cents on each card. 


eee 


@ HOWARD F. DUGAN, Vice President 
of the Statler Hotels, has released an 
unusual booklet. It is for internal dis- 
tribution, but he might be willing to 
share its value with Direct Mail people 
who write him at the executive offices 
in New York. The 6 by 9 inch, 20-page 
booklet is titled “Statler Publicity ... 
A Digest of Policies and Practices.” 
It is a guidance manual for Statler 
executives who deal with the public 
or who handle publicity. It is one of 
the best descriptions we have ever 
seen of the importance of good publi- 
city ... the handling of releases, and 
what makes good news. A fine job 
throughout. 


oad 


@ WHOOPS! The Reporter slipped 
badly on a Short Note in the May issue. 
Some place along the line, we dropped 
the line of type giving the name of the 
organization which used the president's 
business card clipped to an annual 
report . . . with simulated handwriting 
printed on the card. Our apologies to 
Frank Weaver, Public Relations Direc- 
tor of the Young Men’s Christian Assoc- 
iation, 420 Lexington Avenue, New York 
17, N. Y. Frank may still have a 
few samples left for anyone interested. 
Incidentally, Newsweek magazine, 152 
West 42nd Street, New York 18, N. Y. 
used the same idea in a recent promo- 
tion piece, titled “Fuel for Thought.” 
Attached to the booklet was publisher 
T. F. Mueller’s personal card. Imprinted 
on card was Mr. Mueller’s handwriting 
“We're mighty proud of Newsweek's 
recognition—I hope you'll find this re- 
cord interesting. T.F.M.” These hand- 
written cards always catch the eye. 


_ 
e@ee 


@ WOMEN’S WEAR DAILY for June 14, 
carried an interesting story on page 36 
about the Davis Shop, one of Richmond's 
top-notch children’s specialty stores. 
It is the report of an interview with 
Wilbur Kocen, present owner of the 
business. The store appropriates ap- 
proximately 21/,% of annual sales to 


(Continued on page 6) 








CIRCULATION ASSOCIATES 
HANDLES THE TOUGH ONES 
WITH CONSUMMATE EASE! 


Most Direct-Mail operations . . . com- 
piling and maintaining lists, processing 
letters and descriptive literature, ad- 
dressing and mailing complete campaigns 
...are pretty much routine matters. But 
every so often a customer comes up with 
a “toughie”’. .. and that’s where so many 
Direct-Mail suppliers are “‘pinned to 
the mat.” 


Years of experience, however, have 
equipped Circulation Associates to take 
on all comers...from the simplest of 
Multigraph jobs to the complete handling 
of the most complex campaign . . . with- 
out once crying “Uncle!” 


Mr. L. V. Brooks, Advertising Director 
of Sweet’s Catalog Service, knows that 
from his own experience. This is what he 
wrote to us not long ago! 


“You at Circulation Associates 
have handled some of our tough- 
est Direct-Mail jobs. We have 
asked you to produce work that 
was complicated, that required 
special equipment, or that had to 
be done in a rush. 


“We have always been impressed 
by the flexibility of your organi- 
zation—the way you could tackle 
work on short notice, adjust your- 
self to our requirements, and 
complete each job accurately, 
speedily and satisfactorily.” 


We think we should thank Mr. Brooks 
publicly for his letter, for there is 
scarcely a word in it that doesn’t raise 
C.A.’s arm a little higher in token of 
victory. “You have handled some of our 
toughest Direct-Mail jobs,” he says. “We 
have always been impressed by the flexi- 
bility of your organization...the way 
you tackle work on short notice... and 
complete each job accurately, speedily, 
and satisfactorily....” These are the 
qualities that make C. A.’s services... 
and prices... well worth looking into, 
whatever your Direct-Mail needs may 
be. Just call COlumbus 5-3150 or write 
to the address below for an intelligent 
and non-obligatory discussion of your 
own Direct-Mail problems. 


CIRCULATION ASSOCIATES 


Circulation Fulfillment ¢ List Compilation And Main- 
tenance « Stencil Cutting * Triple-Head Multigraphing 
* Offset Lithography + Letter Press Printing * 

« Addressing * Mailing *« Complete Mail Campaigns « 


1745 Broadway « NEW YORK 19, NW. ¥. 








Direct Mail Advertising . . . practically 
their only form of adveriising, since Mr. 
Kocen believes the small store cannot 
compete in the newspapers with the 
larger department stores which use 
dominant space and positions. Mr. 
Kocen should be induced to enter his 
year-round campaign in the Annual 
Direct Mail Contest. 

And in contrast to this report was a 
peculiar item in the May issue of Credit 
Currents, published by Credit Manage- 
ment Division, National Retail Dry 
Goods Association, and digested from 
a Women’s Wear Daily article of March 
29. It was headed “Why Peck & Peck 
Doesn't Use Direct Mail Promotion.” 
Item was released supposedly by Vin- 
cent A. Bitter, Executive Vice President- 
Controller, who attempts to prove “This 
policy was adopted after a series of 
tests showed that, although this sales 
promotion tool (D. M.) can produce 
satisfactory results at a reasonable 
cost, the same amount of sales can be 
achieved without direct mail.” Several 
case histories were quoted, where a 
group of unapproached but watched 
customers bought more specific mer- 
chandise than an equally numbered 
group of customers who had received 
Direct Mail promotion. It doesn’t make 
sense. Maybe we should get Mr. Bitter 
to explain his complicated theories and 
statistics at the DMAA Convention. He 
sure would have his hands full during 
a question-and-answer session. 


eee 


@ BASS SPECIFIC SURVEYS is the 
name of an organization with a swell 
idea. Located at 16840 Greydale Ave- 
nue, Detroit 19, Michigan. The Reporter 
wishes the idea much success. You 
can get a complete description by 
writing to above address. Briefly .. . 
the plan pertains to the home modern- 
ization and maintenance field. Nation- 
al and local mass advertising has 
built up brand acceptance and has 
established dealer identification. But 
it has been difficult for the dealer to 
build mailing lists so that he can reach 
specific homes in need of a specific 
product at a specific time. That is, 
unlike staple products such as food and 
clothing, the purchase cycles for home 
maintenance materials vary greatly. 
The Bass organization has developed 
a nation-wide scheme for obtaining, 
city by city, street by street, house by 
house, the names of owners of proper- 
ties requiring material at a specific 
time. For instance, garage doors, new 
roofs, painting jobs, etc. Properly 
handled, this operation could cut down 
the waste in Direct Mail tremendously. 


eee 


@ TRICKY BLOTTERS are being used 
effectively by the General Printing Ink 
Company, Pacific Coast Division of 
Sun Chemical Corporation. You can 


get copies by writing to Miss Bettye 
Stoute of the Sun Chemical Corpora- 
tion, 10th Street & 44th Avenue, Long 
Island City 1, N. Y. All pieces in the 
series use laminated blotter with a pull- 
out strip and a colored cellophane in- 
sert. One blotter, for example, is 
entitled “Chameleons Change Their 
Colors . . . Do You?” There is 
a picture of a chameleon. Pull the 
strip and the picture moves under the 
cellophane changing the color 
entirely. Another shows the picture of 
a house in summer time. Pull the strip 
and the scene changes to winter. Idea 
has many applications. 

And ... if you are interested in 
blotter advertising, be sure to write to 
the Wrenn Paper Company. Middle- 
town, Ohio, for a copy of “Print,” their 
h.m. _Ask particularly for Volume 3, 
Number 2. Very good case histories 
with illustrations of successful cam- 
paigns. 


eee 


@ THE ROYAL BANK of Canada (head 
office, Montreal) mails a 4-page Monthly 
Letter (h.m.) to 100,000 businessmen 
throughout Canada. June 1950 issue 
devoted entirely to subject, “On Writ- 
ing a Letter.” Exceptionally well-done. 
Naturally we are pleased that some of 
the material was taken from Reporter 
and from talk made by this reporter at 
the Montreal Advertising and Sales 
Executive Club. Try to get a copy for 
your idea file. 


oe 


@ “MOVING UP IN THE WORLD” is the 
title of a clever 8-page folder used by 
Bing and Haas (advertising), 2063 East 


Fl 


Moving up in the world... 
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Fourth Street, Cleveland 15, Ohio, to 
announce their third expansion in four 
years. Well done . .. with pictures, 
cartoons and brief copy. 


@ TENSION ENVELOPE CORPOR- 
ATION used a special first-day cover 
envelope and the Kansas City, Missouri, 
Centennial stamp on June 3, for a 
mailing from Kansas City ... as an 
attention-getting promotion. And also 
as an invitation to their customers 
to visit Kansas City during the 100th 
Birthday—3 Month Party. With some- 
thing doing every minute. 
JT) 

@ FLASH POST CARDS are being 
offered by the Kupfer Printing Company, 
517 South Jefferson Street, Chicago 7, 
Illinois. An attractive line of syndi- 
cated, colored post cards with decor- 
ative border flash designs and tinted 
backgrounds, which can be imprinted 
locally with attention-getting effects. 
Some of you might like to have a 


sample kit and price list for your idea 
file. 


JJ) 


@ THE NATIONAL ASSOCIATION OF 
CREDIT MEN sponsor an annual grad- 
uate school of credit and financial 
management at Dartmouth College. 
Hanover, N. H. Fourth annual session 
scheduled for August 6 to 19. An at- 
tractive 28-page, 81/2 by 11 inch booklet 
describes the project. It is worth having 
in your idea file if you are interested 
in the trend toward back-to-school 
movements among business executives. 
You can get a copy by writing to The 
Director of the Graduate School of 
Credit and Financial Management, 
Room 1010, 79 Madison Avenue, New 
York 16, N. Y. 


ddd 


@ OUR OLD FRIENDS, Howard and 
Emily Rosine of the Letter, List and 
Mailing Service, 213 South Los Robles 
Avenue, Pasadena 5, California, have, 
after many years of successful opera- 
tion decided to take life easy. They 
recently sold their business to Howard 
Ehrlich and Thomas Thompson. After 
a long vacation in Alaska, they will 
come on to New York for the MASA 
and DMAA Conventions. Can't get 
Direct Mail out of their blood. 


JJ) 
@ YOUR SECRETARY should be tre- 
mendously interested in a little 4 by 6 
inch, 36-page booklet recently issued by 
Ralph C. Coxhead Corporation, 720 
Frelinghuysen Avenue, Newark 5, N. J. 
It was written by R. Randolph Karch, 
well-known author of such books as 
“How to Plan and Buy Printing.” who is 
the Director of Typography and Re- 
search for the Coxhead company. The 
booklet is titled “How to Make Your 
Composition Interesting and Easy to 
Read.” It is naturally slanted at sec- 
retaries and typists who use the Vari- 
Typer, but it should prove valuable on 
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any kind of typing job because it 
shows good and bad examples of 
composition. There has been nothing 
quite like it in the typing field. 

eee 

GOOD NEWS for all the people who 

have been pestered by women writing 
for home work addressing jobs. The 
concern in Miami, Florida, which had 
flooded the country with phony lists of 
home work users, has been put out of 
business. Mail addressed to the firm 
is being returned by the post office to 
the sender. The other concern referred 
to in a previous Reporter article, is 
under serious investigation. 

—_ 

eee 
@ NEON PDODUCTS, INC. of Lima. 
Ohio, recently ran a national contest 
to select a new name for its external 
house magazine, “NEONews” ... to be 
more in keeping with modern opera- 
tions of the company. There were more 
than 1500 entries. Judges selected 
“SIGNnews” but 10 people had sub- 
mitted the name. These 10 were asked 
to submit a 25-word tie-breaker. John 
W. McNitt adman for Ansco Film Cor- 
poration at Binghamton, N. Y. won 


the TV set. The other 9 received con- 
solation prizes. 

— 

e@@eao 


@ DEPARTMENT OF COMMERCE has 
issued a revised bulletin on reference 
sources for Direct Mail Advertising in- 
formation. Compiled by Joseph H. 
Rhoads in the Marketing Division. It 
is dated May 1950. And you can get 
a copy by writing the Office of Domestic 
Commerce in Washington, D. C. It is 
well done and we were glad to see 
the inclusion of the 1949 volume figures 
released by the DMAA Committee 
headed by Horace Nahm. 


—_ 
eed 


@ TUT! TUT! TUT! and a couple more 
iuts! Our friendly contemporary down 
on 42nd Street, Printers’ Ink, released 
on June 16 the annual estimate of ad- 
vertising volume in the United States. 
These estimates were prepared by Dr. 
Hans Zeisel of McCann-Erickson, who 
succeeded the late Dr. Weld on this 
job of estimating. Annual advertising 
volume according to Dr. Zeisel is now 
more than $5 billion. But for some 
reason or other, Dr. Zeisel saw fit 
to challenge the estimates of the DMAA 
Commiitee, and he arbitrarily cut down 
the percentage allocated to first class 
Direct Mail. On being queried by the 
Committee, he claimed his reduction 
came about after talking to “a great 
variety of people in related fields.” 
However, the Committee’s report was 
based on intensive survey of not only 
the members of the DMAA but of all 
the subscribers to The REPORTER. They 
were based not on conversation... 
but on investigation and figures. At 


JULY 1950 


any rate, Direct Mail is given a rating 
of 14.5% of the total national advertis- 
ing budget. But Dr. Zeisel claims 18.3% 
for “miscellaneous.” He doesn’t ex- 
plain what “miscellaneous” includes, 
nor what kind of research uncovered 
this minor percentage which amounts 
to nearly $1 billion. Could it be that 
this miscellaneous figure includes Direct 
Advertising or some other Direct Mail 
material which Dr. Ziesel doesn’t think 
is Direct Mail? Somebody ought to 
clarify a ridiculous situation containing 
confusing statistical legerdemain. 


JJ] 


@ THE ACCORDION FOLD technique 
has been used by New Holland Ma- 
chine Company, New Holland, Pennsyl- 
vania, for its latest catalog. Makes a 





compact mailing piece. Being used by 
Holland dealers throughout the country. 


JJd 


@ WESTINGHOUSE is doing a good 
job to help its dealers promote more 
business. Recent portfolio issued by 
the Electric Appliance Division of West- 
inghouse Electric Corporation, Mans- 
field, Ohio, gave Laundromat and 
Clothes Dryer dealers three imprinted 
Direct Mail pieces for getting prospects 
to come in for a demonstration. Good 
job. 


J3) 


@ IF YOU LIKE CATS ... you will get 
a kick and many a chuckle out of a 
Cat-O-Log recently issued by the Ethi- 
con Suture Laboratories, Inc., New 
Brunswick, N. J. Perhaps Vice Presi- 
dent, George A. Kellogg, could spare 
you a sample. A 6 by 9 inch, 28-page 
booklet . . . using the popular trend of 
animal or baby photographs to tell the 
story. Large illustrations of cats and 
kittens in various poses on each page, 
with single-line captions. Only three 
pages of advertising. 


JJd 


@ GOOD IDEAS sometime go haywire. 
The Maramor Restaurant in Columbus, 
Ohio, mailed an excellent 2-page form 
letter during May. It was intended as a 
“personal note” to wives .. . telling 
them how thrilled their men folks 


would be if they were induced to take 
their ladies to the Maramor. The only 
trouble with the idea .. . the list got 
balled up. Many of the recipients hap- 
pened to be he’s instead of she’s. 


oe 
eee 


@ HOLY SMOKES! ... in addition to 
Mother's and Father's Day. we are now 
going to have a Children’s Day. On 
October 15 (this year). All sorts of 
promotions are being planned by the 
Children’s Day National Council, 52 
Vanderbilt Avenue, New York 17, N. Y. 
Object of course ... to boost sales of 
toys and other gifts for children. How 
many “days” with a _ shot-in-the-arm 
can we stand? 


_ 
eed 


@ THE SPEAKER’S COMMITTEE of the 
DMAA,. headed by Larry Chait, recently 
issued a folder listing and picturing 
25 top-ranking speakers available for 
meetings or conventions . .. on the 
subject of Direct Mail. The folder was 
prepared by Vincent Assalone of Amer- 
ican Can Company, 100 Park Avenue, 
New York 17, N. Y. In addition to 
those listed, many other speakers are 
available from nearly all parts of the 
country. It is a good start in the right 
direction. Those interested can get 
copies from the DMAA office, 17 East 
42nd Street, New York 17, N. Y. 


eee 


@ HARVARD UNIVERSITY has just is- 
sued a 6-page bulletin which should be 
of value to house magazine editors. It 
is titled “Reference List No. 8, June 
1250.” Can be obtained from Baker 
Library, Graduate School of Business 
Administration, Harvard University, 
Cambridge, Massachusetts. Lists all 
the books, pamphlets, periodicals and 
articles relating to house magazines. 


JJ) 


@ THE NEXT CONVENTION of the 
Printing Industry of America, Inc. will 
be held at the Palmer House in Chi- 
cago, September 17 to 23. It will coin- 
cide with the second and final week of 
the gigantic Graphic Arts Exposition 
at the International Amphitheatre, 
where more than 200 manufacturers of 
printing equipment and supplies will 
have exhibits of their products. 


_ 
eed 


@ THOSE INTERESTED IN establishing 
correspondence contacts with people in 
foreign countries can obtain Issue ¢ 2 
of “Pen-Friendship News Notes” from 
MacEnnis Moore, Secretary of the Edu- 
cational Reconstruction Committee, 
American Council of Voluntary Agen- 
cies for Foreign Service, Inc., 20 West 


(Continued on page 34) 
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“Six months ago, mailing 
mistakes were our depart- 





ment’s Waterloo! Our boss 

acquired an ugly disposition and a beautiful set 

of raw nerves because statements were written for 
one account and envelopes were addressed to 
another... catalogs and letters were separated in 


the mail... and customers were slow in replying 





to our correspondence and direct mail. 


e “Then the Boss talked to the Tension Representa- 

tive, who explained how Tension Envelopes could 

do part of our work and eliminate nearly all of 
our mistakes. We followed his advice from A to 
Z. Now we don’t have to blush, the boss has 
become very sweet and his jumpy nerves are 

history.” 

P. S. Saving blushes is only part of it. 
Specialized Tension envelopes also 





save time, save postage, protect the 
contents of the envelope, promote 














sales and attract favorable 
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education for advertisers 


a report by henry hoke 


On Friday, June 9th, 1950, this re- 
porter flew to Atlanta, Georgia, to be 
one of the participants in a two-day 
Advertising Institute sponsored jointly 
by Emory University and the Atlanta 
Advertising Club. 

An eye-opening experience. 

I’ve participated in similar experi- 
ments (some good and some _ not-so- 
good) but this one was by far the tops. 
It should be used as a model by other 
colleges and co-sponsoring advertising 
clubs . . . as the trend toward adult 
education continues to grow. 

We were all quartered in the Dormi- 
tories on the Emory Campus. A beau- 
tiful place. Not so well known na- 
tionally because it has no football team. 
Founded and endowed by Cola-Cola 
money. Rich in tradition, culture, high 
standards . . . as well as money. 

About 150 business people from all 
around Georgia (and even from Texas 
and Florida) paid $25 to attend the 
two-day, week-end back-to-study  ses- 
sions. Included meals and rooms. 

Representatives of all phases of ad- 
vertising acted as “professors.” Brass- 
tacks talks early mornings and early 
afternoons. Also at luncheons and 
dinners. Late mornings and afternoons 

delegates were broken up into 
small, informal discussion groups. 

Ken Dameron of Ohio State, who 
appears at most of these activities ... 
agreed with this reporter that much of 
the success of the Emory experiments 
was due (1) to smooth programing by 
Advertising Professor Richard Joel and 
(2) to the unprecedented hospitality 
arrangements handled by Atlanta Ad- 
vertising Club under chairmanship of 
J. S. (Jess) Roberts. The speakers had 
to be good to deserve the treatment 
they received. 

And there was a friendly spirit 
among the representatives of all the 
forms of advertsiing. We were all 
trying to put our best foot forward 
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without criticizing or hurting the other 
fellow. 

It was a great experiment. Emory 
will continue it as an annual event. In- 
structors from other colleges “spotted 
the show.” Planning to start similar 
institutes in cooperation with their own 
local advertising clubs. 

The main point proved (just as it 
was proved in another fashion at Mer- 
cersburg last summer): Business men 
like to go back to school in educational 
surroundings. They study harder than 
they ever did as undergraduates. They 
possibly learn or re-learn more in a few 
days than they did in a semester or a 
year at school. One thing is sure: The 
advertising business as a whole will be 
improved tremendously if those en- 
gaged in it are given an opportunity to 
go back to school for a couple of days 
a year. They won't go back unless 
they are given bunkless, down-to-earth, 
helpful, usable information. They 
seemed to get just that at Emory. 

Naturally .. . I’m proud that Direct 
Mail is taking a proportionately equal 
share in these back-to-school move- 
ments. And I value the viewpoints of 
the men engaged in other forms of 
advertising. 

Incidentally . . . in my book, one of 
the best talks I’ve heard in many years 
was made at Emory by John E. Davis, 
Editor of Shell Progress, Shell Oil Com- 
pany, New York. He didn’t talk about 
house magazines. His subject “Let’s not 
be kind to copy.” He sure blasted hell 
out of all bad copy in all forms of 
advertising. Bang. Bang. Bang. And 
shooting at actual specimens he had 
collected. Every advertising club should 
hear him. 

Congratulations to all the fine folks 
in Georgia .. . who set a high standard 
of advertising education for all to 
follow. 


New York aftermath. [ arrived back 
in New York in time to participate 
slightly in the “Inside Advertising” 
week sponsored by the New York Asso- 
ciation of Advertising Men. It, too, 
was an educational first. And an equal 
inspiration. Top ranking advertising 
students from 41 colleges and univer- 
sities had been invited to be guests and 
see what goes on behind the scenes of 
advertising. Twenty-five accepted. Some 
from as far away as Colorado, Okla- 
homa, Arizona and Florida. 


A fine looking bunch of advertising 
hopefuls. Raring to go. They got 
more on-the-spot information than most 
oldtimers have managed to squeeze 
into a lifetime. 


Rooms at the Vanderbilt Hotel. 


Trips through Einson-Freeman for 
Point-of-Purchase; New York Daily 
News Plant for the newspaper story; 
National and American Broadcasting 
for radio and television; Vick Chemical 
for a big advertiser; McGraw-Hill for 
industrial and trade paper advertising; 
Douglas Leigh, Inc. for the big out- 
door spectaculars; Time, Life & For- 
tune for magazine publishing; Batten, 
Barton, Durstine & Osborne for the 
big agency picture. 


Direct Mail in spite of all the glamor- 
ous competition really did itself proud 
. .. with an all afternoon trip through 
the 100,000 square foot New Era Letter, 
Printing & Lithographing Company’s 
plant with production of all types of 
Direct Mail at a big peak. There was 
an informal speaking program and 
cocktail party in the gorgeous execu- 
tive quarters. 

In between tours . . . the boys were 
entertained royally at the Sales Execu- 
tive Club and the New York Advertising 
Club. Week wound up with big shin- 
dig at Advertising Club with Eldridge 


(Continued on page 10) 
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1 ADVANCE NEWS 
! 
,: ABOUT DMAA CONVENTION 
i 
The program for the 33rd annual take over the afternoon DMAA pro- 
Direct Mail Advertising Association gram for a special full-dress meeting. 
= convention is shaping up. (Roosevelt This gives every DMAA convention 
! Hotel, New York, October 4, 5, 6.) delegate a chance to attend the Hun- 
! We'll give you a brief review of the dred Million Club. New President 
i Time Table. Larry Chait will preside, and will have 
. . . at panel table z > standing = 
! October 3rd. Board and Committee 29 panel —, — pe Page st) 
1 meetings will be held on evening before felds. Sp wry cin Pr F pe aa i 
yj convention ... to leave members free Q" .waiamg wt a0 a s ped 
tor important jobs next day. = - oe on eer ws a 
! ; yas, techniques used by the mail order j 
1 October 4th = (morning). Exhibit operators can be applied by even the = 
j opens. Special breakfast for winners in smallest users of the mail. ’ 
, Annual Leaders Contest. Awards to 6:00 P.M.—Annual buffet supper and ! 
i . oe ag and a get-together. i 
= placed on display. Special morning isi . i 
! coffee-and-doughnuts get together of ctober 6th (morning). Ansther | 


I second generation delegates (sons and 
daughters of oldtimers). 

Noon. Opening luncheon. Usual 
formalities, but brief. Big name speaker. 

Afternoon program devoted to broad 
> general picture of how direct mail is 
' helping to Ring the Bell for business. 
§ Unusual success stories .. . and a wind- 
§ up panel on Small Business theme. 


# 5:00 P.M.—Annual business meeting. 
§ 6:00 P.M.—Get acquainted party. 
! October Sth (morning). The new 
! experiment. Circles of Information. No 
i speeches. Auditorium divided _ into 
g tables. Each table devoted to one sub- 
ject, such as lists, letterheads, copy, 
envelopes, postage, duplicating, print- 
ing, etc. One or more experts at each 
H table. A real opportunity for every 
1 delegate to have every possible question 
1 answered in semi-privacy. 
t Noon hour free for private or group 
y luncheons. 


Afternoon. And here is big news. 
The New York Hundred Million Club 

; usually meets on first Thursday of each 
month. It’s a strictly limited member- 

§ ship organization composed of 
# largest and most successful mailers in 
§ the country. The Club has cancelled 
g its regular meeting for that day and will 


Continuing 


Peterson of Printers Ink acting as 
toastmaster and Phillip Morris’ Johnnie 
handing out “diplomas” for the grad- 
uates from the first “Inside Advertis- 
ing.” 

The boys were goggle-eyed and dazed 
by the week’s end. They lived through 


it. The members of the Association 


A A 





tradition breaking session. A panel § 
of experts revealing and discussing all # 
the unique, new or unusual techniques 
in direct mail—covering planning, copy 
and production or __ presentation 
methods. There will be ideas galore 
for every delegate . . . no matter what 
kind of business or what size. 

Noon. Final luncheon with a well- 
known inspirational speaker. 

Afternoon. Three demanded depart- 
mentals. Better Letters; Social Service; 
Point of Purchase. 

Exhibit and convention end at 
5:00 P. M. 


That, in brief, is the timetable. 
Names of individual speakers will be 
released later. The officers of the Asso- 
ciation and the Program Committee 
are working at top-heat to make this 
convention the best investment you 
have ever made. Remember . . . you 
do not need to be a member of the 
DMAA to attend. Get reservation 
blanks from DMAA office, 17 East 42nd 
Street, New York 17. 

Incidentally. Rules for the 1950 Con- 
test for Best Campaigns have just been 
released by DMAA. If you want to, 
enter your campaign, write to the Asso- 
ciation. 

We'll be seeing you in October. 
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Education for Advertising 


of Advertising Men were much the 
worse for wear (including President 
Pete Hoke, Bill Nesbitt of Douglas 
Leigh, chairman of the Program, and 
John Patafio, Jr. of Ambassador Letter, 
AAM V. P.) but they were happy about 
staging a new and successful project 
which should definitely help the. sta- 


ture of advertising. Plans are already 
under way to repeat it next year. 

At any rate ... this reporter is 
tremendously interested in all the things 
being done to improve and increase 
advertising education. 

Such activities as Local Institutes and 
Ins:de Advertising Tours have been 
needed for a long time. 

Let’s net stop! 


DIRECT MAIL DAY 
IN BRUSSELS 


Last month we reported on DMAA 
President Harry Porter’s great recep- 
tion in London. He was equally well re- 
ceived in Brussels on May 16th when 
the Advertising Club held a special 
meeting. 





Pictured to Harry’s left is DMAA 
member Fernand Hourez, President of 


the Club . . . who has been mentioned 
(with his work) many times in The 
Reporter. Standing is Mary Lenaerts 
who translated the talk for non-English- 
speaking members of audience. 

Harry was particularly impressed 
with the advance promotions of meet- 
ing. Beautifully printed folders and 
letters were far better than average of 
similar promotions in U. S. A. 

When Harry registered at Hotel he 
received a large envelope containing 
a letter of welcome and a map of Brus- 
sels. The letter, on a super-duper letter- 
head deserves reprinting here . . . as 
an example of hospitality at its best. 

WELCOME, Mr. PORTER, 
in the Fair City of Brussels, and we 
do hope that your stay here will be 
an agreeable one. 

As we know that all travelers like to 
send news to their people and friends 
we thought you would like to have 
a few cards of Brussels, ready- 
stamped for airmail to the States. 
Enclosed you will find some. The 
postal rates in Belgium are indicated 
at the bottom of this letter. 

Although Brussels can be in no way 
compared with New York metrop- 
olis, we know that one gets fairly 
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vs easily lost in the maze of small | 
streets. Therefore we are enclosing ‘ 
is a town plan. Your hotel, our offices | 
ine and other indications are circled in QUy eee Ue ny 
red pencil. 
Cee 


ease > 
As we have already informed you, 


aici our overseas relations-secretary, Mary 
. ( . 
Lenaerts, will contact you at your thy } Auite-typist { 
een : oe 
Hotel. Were you to need any in- W ay ty 


formation before she rings you up, 
please phone her at 12.99.10 (ex- 


tension 22) —she is always at your | _ SLASH DICTATION AND TYPING COSTS 


entire disposal, and do not hesitate 


to ask her small services, such as | —GET BETTER RESULTS 


a few shopping visits. We like to 


show folks a cordial welcome to our ’ 

oe IT’S TRUE—Auto-typist users report that Auto-typed letters out- 
LA Fernand Hourez | pull ordinary form letters 5 to 1. Ideal for sales letters, credit 
-p- Managing Director ‘ ele 
, collection, reviving dormant accounts, and a thousand and one 
re- 
am other correspondence jobs. With Auto-typist equipment, one 
al operator can turn out as many as 500 individually typed letters 


A CURE FOR SHADY eae ' 
per day! Auto-typist quickly pays for itself—pays you profits 
4 MAIL ORDER | for years after. 








= 
PRACTICES Dual Selector Auto-typist 
has a capacity of 100 
We recently saw an amazing file of | omuinnie mua 
correspondence between Homer A. | of a push button. 
Haswell, 2646 McDaniel Avenue, Evan- | 
ston,’ Illinois, and a mail order 
concern from which he had purchased 
an item amounting to $2.98 plus post- | 
age. The merchandise arrived poorly | 
\ packaged, broken and unsatisfactory. | 
f Mr. Haswell “blew-up” and went-to- 
town by letters. It took him a period 


of nearly three months to get it all 
straightened out, but he must have 
given the poor operators a bad scare 
and plenty of headaches. 
We think all people in direct mail | 
should be willing to devote some extra 
time to keeping the mails clean and to 
improving the techniques used by not- 
so-good mail order operators. Most of 
us just sit back and do not complain. 
Stiff complaints will either drive the 
border-line cases out of business or force 
them to improve their operations. 


@ WURZBURG BROTHERS, 710-724 S. 
Fourth Street, Memphis 2, Tennessee 
use direct mail to market a strangely 
diversified group of products. Advertis- 
ing Manager Vern Baumgarten recently 
sent us interesting samples of various 


Model 5060 


The Auto-typist operates any 
model typewriter. Typing 
mechanism is controlled pneu- 
matically by means of a per- 
forated record roll (similar to 
a player piano). 








GET THE FACTS! Learn how business firms 
and other organizations get results with 
Auto-typist. Send coupon today! 





promotions going to a national list of ee ee er i a Ba a " 
approximately 25,000. Company started 4 7 
ay Sateen See Slee 1 AMERICAN AUTOMATIC TYPEWRITER COMPANY 1 
printed tags and labels used in packag- 1 Dept 27, 614 North Carpenter Street : 
ing merchandise . .. but gradually : Chicago 22, Illinois : 1 
aaa . ° . . a 1 
gravitated into material handling equip- 1 Please send me complete information on the Dual Selector 1 
ment used in packaging ... such as : Auto-typist together with a sample Auto-typist letter ! 
conveyors, trucks, etc. If any of you | _— ; 
REPORTER readers are interested in u ‘ ! 
seeing how these lines are being pro- : ; 
moted by direct mail .. . write to Vern : Address ' 
for samples. 1 eR csnncestnanesatinaiin ” Zone State 1 
i i 
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With 
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by 


Wilfrid S. Rowe 


Advertising 


Neptune 


Storage, 


Manager 


Inc. 


REPORTER'S NOTE: Here is an unusual article 

- and it should give many of you some 
adaptable ideas. Wilfrid S. Rowe is Adver- 
tising Manager of Neptune Storage. Inc., 369 
Huguenot Street. New Rochelle. New York. 
Has occupied this spot for past three years. 
Prior to that was in sales promotion depart- 
ment of Dixon Pencils. While there he made 
a unique direct mail presentation to the sales 
staff “450,000 Assistants Plus’’ which THE 
REPORTER ran as a feature. 


This is the story of an inexpensive 
direct mail campaign that has been 
ringing the bell every month for two 
and a half years. 

You can adapt the same idea to your 
own business—without heavy invest- 
ment of either time or money. 

To give you the background of our 
bright, 2’2 year old baby, let’s go back 
about 14 years. At that time Neptune 
Storage, now one of the largest moving 
and storage concerns in the country, 
was first attempting to fix its name in 
the minds of Traffic Managers and other 
executives who have an important voice 
in the choice of moving concerns. 

Step number one was the develop- 
ment of a personalized blotter. The 
blotter carried the calendar for the 
month, a picture of a Neptune truck or 
other piece of equipment—and, most 
important, the name of the recipient. 

The blotter was always well printed 
on good stock (good blotting stock 
as well as a good enamel surface for 
the printing) and was well received. 

Year after year, the blotters were 
mailed out each month. Then, in Dec- 
ember of 1947, the monthly mailing was 
analyzed and re-evaluated. It was real- 
ized, as a result, that (a) the First Class 
postage was not carrying its full load; 
(b) “something” should be done that 
was different from the advertising 
efforts of competitors, “something” 
that would have a flavor of its own and 
give the firm a personality. 

You might consider that analysis too 
shallow to produce anything worth 
while. In the face of results, it was 
sufficient under the circumstances. 

A conference resulted in the idea of 
trying a monthly “Neptune Newsletter” 
to accompany the blotter. And we 
reached an idea of philosophy that was 
as important as the idea of action: The 
Newsletter was to be chatty and in- 
formal. We might be able to prove 
world-shaking facts with columns of 
statistics, but who'd read them? We 
could quote from the most glowing 
testimonial letters on earth (and we love 
them), but who would remember 
them? 

Well, it was nearly Christmas time. 
Truck drivers had been flown in from 
the far and middle West to be home for 
Christmas and to attend a “Drivers’ 


Clinic.” There was all the material 
we needed for the first Newsletter. 
Just told the story about the meeting 
without embellishments. 

Along about February of 1948, we 
really got into our stride. We followed 
a single course as though it were the 
lodestar: Be chatty and _ informal: 
don’t pontificate. 

It you have no inside knowledge of 
the business you might consider mov- 
ing and storage as the dullest industry 
in the country. What in the world 
could you find to write about month 
after month? That’s easy—in any 
business it depends upon your 
point of view! 

Neptune Storage is 51 years old. It 
has weathered the same depressions that 
have hit every other business in the 
country. It has grown from a horse 
and wagon to a fleet of 90 vehicles. 
There are 250 employees, 165 of whom 
are trained and experienced in packing 
and moving. 

Think of that: out of 250 employees, 
about 150 are daily meeting people and 
dealing with the problems that arise 
when those people have to pull up 
stakes and move on! 

A moving man must have a dull time 
of it. Like the men who were 
moving a family and rolled up the 
dining room rug to find the floor cov- 
ered with $5 bills that the housewife 
had hidden there and then forgotten. 
(What a tip they got!) They turned 
over the money to the astonished wo- 
man who confessed that she had for- 
gotten all about the money when her 
husband had increased her weekly stip- 
end . . . Like the driver who had 
to abandon his van in a blizzard and 
almost had his eyes freeze shut . 
Like the driver who stood on his brakes 
and swung his truck across the road 
to prevent traffic from either direction 
running over the child who had fallen 
out of the car ahead. 

Experiences and personalities enliven 
our conversation. They can do the 
same with a monthly mailing piece. 
But don’t tell your readers how big 
you are and how good you are; not in 
so many words, at any rate. 

Let me quote the opening of last 
November’s “Neptune Newsletter” to 
you by way of example: 

“Some months ago we casually in- 
quired if somebody had something big 
in the wrong place and wanted it 
moved. Seems the Army got wind of 
us and asked could we please move 
Fort Slocum. Not the barracks, bas- 
tions and last post, you understand; 
just tons of files, safes, desks, type- 
writers and assorted paraphernalia. 

“Fort Slocum, situated on a small 
island (naturally known as “The Rock” 
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to its inhabitants) at the Western end 
of Long Island Sound, was an Army 
installation from 1862 until last month 
when we toted it away 

Readers liked the attitude we took 
toward so large a job. They have liked 
the same attitude in all our Newsletters. 

Let me cite just one concrete result. 
For years, Neptune had been attempt- 
ing to work up friendly relations with 
the Trafic Manager of a large corpora- 
tion (which shall be nameless, but only 
in this article.) Results had been less 
then terrific; they had been nil. One 
day, two of the executives were in the 
office of not the Traffic Manager, 
but one of his associates when the T. M. 
went whizzing by the door with his 
usual ardor. He waved briefly and 
was gone... 

A few seconds later, the Traffic Man- 
ager retraced his steps, walked up to the 
two Neptune executives and opened the 
conversation with, “That last News- 
letter of yours was wonderful!” He 
then recited its entire contents almost 
verbatim! A few issues had done more 
to open that door then any sledge ham- 
mer. 

So far, this article has not mentioned 
the production details of the Newsletter, 
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and you may have gathered that it is a 
costly publication. Well, be of good 
cheer, because it ain’t! 

You will like this if you are operating 
a small business or if you must do a 
customer (and internal) relations job 
on a small budget . 

For two years, “Neptune Newsletter” 
was a one-color offset job. The title 
was set in two sizes of Gothic and 
reproduction proofs pulled. To that 
was added a repro proof of the “World 
of Service” emblem. Copy was pre- 
pared on a typewriter in the Adver- 
tising Department. One or two 
photographs were scaled in (with the 
use of a Haberule, to give credit where 
it is due)—and the job was ready to be 
printed. 

Beginning with last January’s “News- 
letter,” we adopted a blue and black 
Newsletter-head. The colors match the 
color scheme of the company’s 24-page 
sales book and 4-page letterhead, but are 
not so dominant as to detract from the 
eye-appeal of the personalized blotter 
that goes with each month’s Newsletter. 
No, that’s putting the cart before the 
horse; the blotter is the expensive job; 
the Newsletter goes with the blotter. 

Copy is still prepared in the Adver- 


tising Department for the offset printer. 
There is no particular finesse to the 
finished product . . . But who cares 
about the penmanship of a letter that 
chats about real people in a homey 
manner? 

What is your product—picture 
frames? Brass tubing? Home fire 
alarms? What is your service—exter- 
minating? Plumbing? Hair dressing? 
There is a human equivalent to it, 
whatever it is, and people will read 
about it if you tell your story in a chatty, 
informal way, without blowing your 
horn and then telling them where the 
horn is located. 

No, everyone—including you and me 
—is too accustomed to the sledge ham- 
mer approach, the blaring approach, 
the fog horn approach. If we blow the 
Neptune horn, it is a beep, not a blast. 
It was not the company that did so 
well with a large job, it was an indi- 
vidual—a real, flesh and blood person. 

Here are a couple of examples that 
show what we think is the proper ap- 
proach to keep readers interested. 

. one of our drivers approached 
the Traffic Manager in mid-May with 
a request for a few days off. 

(Continued on page 14) 
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“Controlling his urge to say nasty 


things about people who can’t take care 
of their affairs after working hours, our 
T. M. asked why the free time was 
wanted. 


“ 


‘I'd like to attend my college class 
reunion, was the unexpected answer. 
The request was granted. Some cali- 
ber, these Neptune drivers.” 

Another Newsletter started, “If any- 
body wants to give us the Golden 
| Gate or a gold certificate on Ft. Knox 
as an anniversary present, will he please 
step forward now? We will gladly 
|take our feet off the desk, clear our 
| throat and speak a few well chosen 
words in accepting the tribute. 


“Our thoughts run to gold in this 
matter, gentle reader, for this is our 
golden anniversary. It was fifty years 
ago that Neptune was born, and was 
first seen toddling up the road in the 
form of a horse and wagon.” 

There you have it—just about as 
ostentatious as an old shoe! And both 
of these quotations deal with matters 
that could be presented with ostenta- 
tion: The fact that some of our truck 
drivers are college men; the fact that 
Neptune celebrated its 50th anniversary 
last year. 


The mailing list being the first step- 
ping stone in any good direct mail 
work, Neptune salesmen review the list 
annually. Last December, in addition 
to that, we mailed business reply cards 
to the list. The cards were stencilled 
from the same list used to address the 
envelopes, and asked for corrections or 
comments. Approximately 900 cards 
were mailed. 477 were returned. They 
fall into the following classifications: 

Name and address OK; 

no comment 231 

Correction given; nocomment 96 

OK;; also said “Thanks,” 


“Merry Xmas,” or made 





similar notation 28 
Correction given; also said 
“Thanks,” etc. 4 
OK; commented on 
blotter only 5 
OK; commented enthusias- 
tically about Newsletter 76 
Correction given; enthusiastic 
comment 26 
Said thanks for service received 
from another division of 
Neptune 1 
OK;; submitted additional 
name 4 
Removals (Do not want, 2; 
deceased, 1; no longer 
with firm, 3) 6 
477 
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In several offices, one person received | 
the reply card and another—whose | 
name we had decided to remove from 
the list—did not. Result? Three or| 
four telephone calls from those who had 
not received the card. They did not 
want to miss a single issue. There’s| 
nice audience reaction! 

More recently, the writer received a 
letter from a large and influential real 
estate office. The letter explained that 
their mail was deluged with sales lit-| 
erature and business papers—and, of 
all the mail received, the Neptune 
Newsletter was the publication most 
looked for and most avidly read. Pretty 
good for one solitary sheet of 8% x 
11! 

This is not back-patting. It is an| 
indication of the interest and response 
you can arouse with an inexpensive. 
humanized direct mail campaign. 


. 
FLAT MAIL 


Here is a project, Henry, 

that might well be promoted by you 
and your many readers who are in 
sympathy with the present post office 
facilities. It sounds screwy enough to 
be good. 

While mailing some expensive art 
work to New York yesterday, I found 
that the chipboard stuffers I had to use 
weighed plenty, and secondly, I had ne 
peace of mind that this art work was 
going to be received in good shape in 
spite of my care. Somehow, it did. 

Just as there exists special delivery 
air mail, special handling, first, second 
third, and fourth class types of mail 
services, why not institute a service 
entitled Flat Mail? 

Whenever someone is anxious to send 
something through the mail that thev 
don’t care to have folded “accidently” 
while in transit, then they can mail it at 
a nominal fee via Flat mail. 

Donap SEGAL 

S. Cupples Envelope Co., Inc. 
77 Summer Street 

Boston 10, Massachusetts 


REPORTER'S NOTE: We’ll put this in the lap 
of the DMAA Postal Committee. Not a bad 
idea, 





NOTICE 


“Playing Post Office” is on vacation 
for this month only. Nothing much of | 
a definite nature to report anyway on 
the muddled postal rate situation. The 
Senate Committee Post Office and Civil 
Service held final hearings on June 26, 
27, 28, and 29. Word is: no further 
action will be taken until Chairman 
Senator Johnston returns to Washington 
latter part of July. 
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Remington Rand’s | 
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PHOTOSPEED 
PLASTIPLATE 


Make offset plates 
in your own office 


A new and truly revolutionary photo-offset duplicating plate devel- 
opment by Remington Rand . . . Photospeed Plastiplates permit 
greater speed in plate processing. 

Costly chemicals and time-consuming handicaps are eliminated. 
There’s no developing ink or gum arabic ... no mixing of chemicals 
. ». no pre-etching, counter etching and whirling. 

There’s no need to send out for plates and waste valuable time 
waiting for them. Now you can make photo-offset duplicating plates 
right in your own office . .. and make them faster! You'll be inter- 
ested in Remington Rand’s PLASTIPHOTER too — a sensational device 
for producing photo-offset plates faster and at lower cost. 








Free To prove Photospeed’s superior- 
ity we will send you 3 free plates 
for trial. 





Remington Rand Inc., Room 2075A, 315 Fourth Avenue, New York 10, N. Y. 





My duplicator is a 














Model No Send me 3 free Photospeed Plastiplates 
(1 Please send FREE booklet describing Photospeed Plastiplates. 

Name. Firm 

Address 

City. Zone. State. 


Copyright 1950 by R Rand Inc. 

















-|| THISIS ADMAA BESTOF INDUSTRY AWARD WINNER FOR 1949 


MECHANIZED DIRECT MAIL 
FOR INSURANCE AGENTS 


by James M. Stewart, Contributing Editor 


One slogan used in the New England 
Mutual Life Insurance Company's 
prize-winning direct mail campaign is 
... “Direct mail is the shortest distance 
between two strangers.” It’s a good 
one! And you'll see by the high dollars 
and cents results to follow just how 
true it is! 

New England Mutual (Boston) won 
the 1949 Best of Industry award, under 
the “Life Insurance” classification. In 
1947 they won a Merit award .. . and in 
1946 they received the Consumer 
Plaque for the best consumer direct 
mail campaign in the U. S. 

In charge of the direct mail opera- 
tions is William C. Gentry, Ass’t. Di- 
rector of Agencies with an assist 
by Charles Binger of Reply-O Products 
Co., New York. 

Actually, N. E. Mutual’s direct mail 
is a two-pronged affair. One... a 
constant prodding of the underwriters 
in the field selling them the idea of 
using “the shortest distance between 
two strangers.” And, two .. . the 
highly mechanized, streamlined series 
of 27 letters which are at the salesmen’s 
disposal to help them sell more life 
insurance. 

In 1948, N. E. Mutual put together 
a glamorous, 72-page, 8'2 x11”, blue- 
and-black booklet which explains the 
complete campaign to the underwriters. 
Inside, full-page reproductions of all 
available letters. And above each letter 
is recorded percentage of replies and 
the average size policy that can be ex- 
pected, based on past performances. 

Also in the booklet are suggestions 
for list-building and instructions telling 
how to use this ready-made series of 


letters. 
In addition to this wonderful 
book . . . the agents are contacted each 


month by the “Pilot’s Log,” N. E. 
Mutual’s internal house magazine. This, 
also, is a handsome, 8'> “x11”, 2-color 
job, usually 29-pages. There’s always 
something about the direct mail cam- 
paign—very often a quoted testimonial 
from one of the men describing his 
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most successful mail case histories. An- 
nouncements of new letters, etc. are also 
mentioned. 

Results? We'll let Mr. 
describe. 

“Approximately one-third of our 950 
agents use one or more of these letters 
during the course of a year. The 
opinion of our direct mail campaign 
by our field men is generally high. 
They recognize it as one of the best 
in the industry. It has been responsible 
for helping many new men to get 
started in their life insurance work and 
has kept many older agents from having 
a slump in their production.” 

The 27 letters in N. E. Mutual’s 
present set-up are divided into two 
groups. Fifteen are Reply-O letters 
(with filled-in reply card in a pocket 
at the top) which offer a free gift and 
are designed to give the agent an op- 
portunity to meet the prospect. The 
remaining 12 are “pre-approach letters” 
signed by Vice-President Hunt telling 
the prospect that the agent will call. 

First, we'll look at the Reply-O letters. 
Here are the subjects offered in each 
of the 15 letters. 


Gentry 


1 Social Security 

Coordinated Estates— 
General 

Coordinated Estates— 
Professional 

Retirement Income 

Educational Insurance 

6 Juvenile Insurance 

Family Income 

Mortgage Insurance 

9 Veterans Information 

10 Retirement Income 

11 Sole Proprietors 

12 Key Men 

13 Partnerships 

14 Stockholders 

15 Women 


St te w nN 


~*~ 


For example, here’s the Social Se- 
curity letter. 


Mr. John Alden 
47 Somerset Avenue 
Plymouth, Massachusetts 


Your name will be stamped in gold on 
an attractive, leather-bound memorandum book 
which we have set aside for you. We shall 


be glad to present it to you with our compli- 
ments upon receipt of the above card. 

Our offer has this much of a string attached 
to it: We are interested in getting before 
you and a selected group of people a plan 
whereby your Social Security benefits can be 
supplemented and made more valuable to 
you and your family. 

We find that few people have taken the 
time to learn how much Social Security they 
will be entitled to or just how the benefits 
apply under certain circumstances. 

Just return the reply card and you will get 
the answers to these questions and the memo- 
randum book. There is no obligation other 
than a willingness to look over the information 
when it reaches you. 


Sincerely yours, 


G. L. Hunt, Vice President 


The gifts offered, depending upon 
the letter, include a memo book, a book- 
let that lists tuition and living expenses 
at 135 U. S. colleges, a pencil case, a 
calendar, a key case, a Pocketax book- 
let and an address book. 

As soon as an underwriter has ac- 
cumulated a list of at least 50 names 
for one letter, he types the names and 
addresses on the Reply-O cards he 
picked up at his office, and places his 
agency code number and his initials 
in the corner. He then sends the cards 
to the home office in Boston with a 
check for 5¢ per name to cover cost of 
the mailing service. That’s all he has to 
do, except to follow-up replies. 

The letters are mailed from the home 
office at the rate of 25 a week, so that 
the leads will not accumulate too 
rapidly. When the first group goes out, 
a transmittal form is sent to the agent 
so that he knows the mailing has begun. 

The reply cards are addressed to the 
home office. Within 24 hours of re- 
ceipt, the cards returned and gifts (at 
no charge) are on their way to the 
agent. He then personally delivers 
the gift and goes into his pitch. 

In 1949, N. E. Mutual mailed 163,000 
letters and received 15,704 replies. The 
average percentage of return on the 
entire campaign was 9.2 One letter 
pulled as high as 19.7° The lowest 
percentage of return was 5.694 on a 

(Continued on page 18) 
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WEATHER WORRIES 
ENDED FOR TODAY'S 
BUSINESS MAN 


Heat and humidity can’t stop 


this brand of salesmanship 


New YorK: Once our calendars 
say Summer, we start complaining 
about the heat and humidity, as 
usual. But it’s an old custom, older 
than you might think. For example, 
look at the troubles of a scribe in 
the old Roman Empire. 

The scribe’s wax tablet was an 
indispensable tool, for with it he 
earned his livelihood among the busi- 
ness men of the town. To him, weather 
meant cursing the sun half the year 
for melting his wax the other 
half he blasphemed the gods of winter 
for freezing his tablets and his hands. 
And to top his trouble with the 
weather, he had to keep swarms of 
flies from becoming imbedded in the 
accounts and notices he recorded. 


Today, among the major tools of 
business are direct advertising and 
sales promotion. Thanks to a com- 
bination of scientific research and 
pioneering craftsmanship, no business 
man need worry about the effect of 
weather or other factors on these 
printed sales tools. 

At the James Gray plant, par- 
ticular attention is paid to the small 
but important details that mean so 
much in the final appearance of a 
printed piece. James Gray clients, 
large and small, know that thirty-one 
years of experience, interwoven with 
young ideas, give them the finest in 
direct advertising, dealer help cam- 
paigns and sales promotion material. 


Skilled personnel and modern 
equipment combine to make James 
Gray standards consistently the finest 
for every printing, lithography and 
lettercrafting assignment, large or 
small. Sit back and beat the heat 
with a long, cool drink while we at- 
tend to every step: printing, multi- 
graphing, folding, addressing, insert- 
ing, sealing, stamping and mailing. 
Just phone James Gray, Inc., 216 
East 45th Street, New York 17— 
MUrray Hill 2-9000. Ask for Mack 
Beresford, veep in charge of sales. 


(Advertisement) 


specialized Business Insurance ap- 
proach. 

Mr. Gentry says, 

“Our salesmen have sold, on the 
average, one case for every 10 replies 
they have received. Some, of course, 
have a higher conversion ratio. It 
depends on their sales ability. As a 
result of these direct mail letters, $13” 
million of new life insurance was pro- 
duced in 1949. The average size policy 
was $7,700. We estimate that for every 
dollar spent by our agents for direct 
mail letters, they received $27 in first 
year commissions. These figures do 
not include additional sales made to 
prospects after the first contact, nor do 
they include sales made to referred 
leads or other members of the prospect's 


family. The actual totals and averages 
are undoubtedly higher than we claim. 

“We keep an accurate record of let- 
ters mailed from the Home Office. A 
copy of every reply card that comes 
back to the Home Office is filed and is 
checked against the applications for life 
insurance which are received by our 
Underwriting Department. Thus, we 
know exactly the percentage of replies 
for each letter and the actual business 
that results from the leads which are 
obtained. 

The only advice I can offer which 
might improve this type of campaign 
is to constantly try to educate our men 
on the selection of their lists for mailing. 
Too many letters are returned to the 
Home Office marked “Address Un- 





Number 

Letter Mailed 

R-1 Social Security 9,246 
R-2 Coord. Est. (Gen’l) 21,670 
R-3 Coord. Est. (Prof.) 14,715 
R-+ Retirement Income 78,923 
R-5 Educational Ins. hal? 
R-6 Juvenile Ins. 2,573 
R-7 Family Income 4,568 
R-8 Mortgage Ins. 4,557 
R-9 Veteran’s 1,675 
R-10 Ret.Inc.(Bus. Men) 12,916 
i-11 Sole Proprietor 581 
R-12 Key Man 2,141 
R-13 Partnerships 1,050 
R-14 Stockholders 1,704 
R-15 Women 5,017 
Totals & Averages 163,611 





EVERY DOLLAR PUT INTO DIRECT MAIL 
LAST YEAR RETURNED $27 COMMISSIONS 


Tu MOST significant figure on this page is the average size policy 
sold as the result of a direct mail lead — $7710. Contrast it with 
the average for the Company on all business last year — $5716. 
\s averages of other companies go, $5716 is unusually high, but 
your direct mail average has it beaten by almost $2000. There 
can be but one conclusion: a direct mail prospect is a BETTER 
prospect from every standpoint —he is easier to see, easier to 
talk to, easier to sell, and when he buys he buys more. 


Percent Volume Average 
Replies Sales Sale 
10.8 $ 1,317,689 $ 6,335 
7.7 1,366,083 10,428 
11.9 2,679,068 12,122 
9.4 5,737,568 6,937 
6.2 157,625 9,272 
8.0 191,149 4,662 
6.9 116,940 3,¢ta 
11.1 237,960 5,408 
14.7 248,897 5,531 
8.8 825,900 9,385 
4.5 - = 
5.9 182,000 26,000 
5.6 77,500 19,375 
6.8 76,000 19,000 
19.7 247,180 3,168 





9.2 $13,461,559 $ 7,710 
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res known.” The percentage of returns 


m. from a letter is directly related to the 
et- quality of the list.” 


A 

es As mentioned above, many success- | 
is ful case histories are cited in the | 
fe ften | 
€ monthly h.m. .. . and the results often | 
ur are amazing. Here’s one that cer- | 
ve tainly paid off. 
eS 


Ss “The Company’s direct mail letter, ‘Coordin- | ms 
a ated Estates for Professional Men’, has brought | 
re me excellent results. In 1946 I sent out 625 | S 0 me Ing. a8 
letters (the majority being the R-3 letter) and 


h they were the backbone of my prospecting. | 
I keep the letters constantly coming until I 


n ' . 
= reach the point where I have a backlog, then 

I discontinue them for a short time until I 
.* catch up. Names for the mailing lists have 


e come chiefly from several friends who are 
excellent centers of influence and who have 
contacts with doctors. Some of them have 
even given me lists. 

“Replies have been 185 out of 625, or 26 
percent. All prospects are qualified as to age, 
since I don’t mail to ages above 45. I have 
calculated that my total first year commissions 
amount to $4,122 and the cost of the letters 
has been $31.25, so that mv average has been 
$135 in first year commissions for each dollar 
I have invested in the letters. My total first | 
commissions and renewals is $7,831 or an | 
average of $250 for each dollar spent. Of 
the 185 who returned the card, I have sold 
23 and have 60 good prospects. I believe 
direct mail users would do well to follow up 
their non-repliers. I have sold four cases and 
have developed about 130 good prospects from 
this group.” 





S 
a 


POE yey 


In addition to the 15 Reply-O letters, 
N. E. Mutual also placed at the dis- 
posal of its 950 agents a series of 12 
pre-approach letters. They are _per- ...but not for viewing a color 
sonally addressed and _ individually 
typed. Here’s the list of subjects 


masterpiece, such as a Cupples “Personalized” 


offered. envelope. They should be viewed in all 
1 For the Prospect with a Substantial Estate their glory a veritable rainbow of 
2 For Prospects for Coordinated Estates ‘ 

3 For Prospects for Retirement Plans beautiful color. Their beauty cry out for 
4 To Employers on Salary Savings Plan ’ . : , 
5 For the Young Single Man attention, so necessary in direct mail 
6 For the Young Bridegroom a P a 
7 For Fathers and Mothers of Sons advertising. Our Art Department will submit 
8 For Business and Professional Women 


a sketch without any obligation on 


9 For Age Changes 
10 Adapting Life Insurance to Present-Day 
Conditions 


your part. Send us your old envelope and we 


11 Fo Pros cts rhe are cove ~d t J S« ial M4 4 2 Mf 
Sen alltel atti Betas 6 will redesign it to your advantage. You owe it 

2 F *rospects 7 ( yage i . 

12 aoe with Mortgages on their to yourself. You just don’t need envelopes, 


; on you need Cupples “‘Personalized” envelopes. 
The underwriter can start a mailing 


of these letters with a list of 20 names. 
Two different letters may be used for 
the 20 names. The cost again is 5¢ 


per name. | 
The New England Mutual direct upp eS 


mail campaign started in 1943 and in 
1950 is going full speed ahead. Results 

tabulated for the first quarter of this envelope co. 
year have kept in step with those of 360 Furman Street « Brooklyn 2, New York 
1949. It looks like the New England 

Mutual Life Insurance Company be- 

lieves in following the old adage— 
“always hold on to a good thing.” 
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How Many DUDS 
Can You Afford ? 


ailers are getting more and 

more finicky about the mail- 
ing lists they rent. Their budgets 
for mail-selling promotions are 
tighter. They're looking for fatter 
returns from test mailings—doing 
more shopping around among 
list brokers 


e think it's a good thing. Our 

business always seems to 
perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
names, in the lists we recommend. 
It makes us gluttons for work, to 
be sure. But we're happy enough 
with the customer's payoff How 
about you? 


rite on your business letter- 

head for our descriptive folder 

“WHICH WILL YOU HAVE 
NAMES QR PEOPLE?’ 





SPECIAL LIST BUREAU 
DIVISION of DICKIE-RAYMOND 
80 BROAD STREET. BOSTON 10 

















MEDICAL 
ADDRESSING 
SERVICE 


We maintain a complete mailing 
list of all practicing physicians 
arranged by states and cities and 
by specialty groups. Addressing 
charges are low. 100°, post office 
delivery is guaranteed on mail- 
ings made from our list. Orders 
are handled within a few days. 
Write for detailed counts and 
prices. 


* Accuracy guaranteed 

* Low cost addressing 

* Write for counts and prices 
® 72-hour service 


® Clean address imprints 


Fisher-Stevens Service, 
Inc. 
345 Hudson Street 
New York 14, N. Y. 























More Pitfalls 
in Advertising 


by Joe Russakoff, Vanguard Advertising, New York. 





REPORTER'S NOTE: Here's another in the ser- 
ies of articles (for beginners and small busi- 
ness) started by Joe last December. We've 
received many reactions to these articles .. . 
and are always interested in getting more 
small business case histories. 





One of the major pitfalls in adver- 
tising, about which we wrote in 
May, isn’t advertising by exact defini- 
tion but it is so important that it de- 
serves a thorough understanding. It can 
be variously called “follow-through” 
or “merchandising.” 


Without it, advertising either doesn’t 
work, or works at lower efficiency than 
it can—hence the importance of it to 
any advertiser. The big ones know this, 
and do it, the small ones don’t know, 
are too lazy, or forget. 


Strangely enough, merchandising is 
just as important for a direct mail user 
as it is for the national magazine or 
newspaper or radio advertiser. Too 
many direct mail advertisers think in 
terms of just the mailing itself, and 
thereby impose extra burdens on it 
to bring results. But every experienced 
and successful advertiser knows that 
the pay-off calls for a complete opera- 
tion, with every hook and gimmick 
that can be tied-in with the promotion. 


For the firm working entirely in the 
mail order field, merchandising oppor- 
tunities are comparatively limited. They 
take the form of sharp copy that keeps 
hammering away on ordering, filling 
in the order form, sending it back 
quickly. Another mail order “mer- 
chandising” procedure is to have each 
piece refer to another piece, calling 
attention to each other. This can be 
called “cross-fertilizing” applied to ad- 
vertising. These, plus the usual copy 
appeals that you employ in your sales 
pitch. 

Any advertiser, direct mail, mail or- 
der, or otherwise, also must use horse- 
sense in the selection of the merchan- 
dise he will promote. All too often, you 
will find advertising run to sell slow- 
moving items, less popular styles, when 
there are fast sellers available. Not 


only is this policy a mistake but it is 
asking the impossible of advertising, 
except for markdowns and clearances 
when price can be used as an induce- 
ment. 

Now on the subject of merchandis- 
ing, and here is where so much direct 
mail falls down, the advertiser can 
back up his campaign with the extra 
support and punch that makes the ad- 
vertising go farther. In doing this, he’s 
merely taking a leaf out of the book 
used as a standard by all other major 
media. It’s just as important in direct 
mail. And least often done, I am sorry 
to report. 

Here are some things that a retailer 
can do. He can tie his window displays 
and his interior into the direct mail 
campaign. Show the same merchandise 
and thus remind customers of the offer- 
ing. One of New York’s top furniture 
stores committed a comparable adver- 
tising crime by showing in its windows 
an enlarged reprint of its newspaper 
advertising featuring a $69 table, but 
the table itself was not on display. To 
see it, you would have to go inside. If 
it was a value good enough to be adver- 
tised, I wonder why they were appar- 
ently afraid to display it in the win- 
dows. 

Informing the personnel of the adver- 
tising is of utmost importance in ex- 
tracting full value from the campaign. 
All too often, advertising is run, by mail 
or any other medium, and the sales- 
people are completely ignorant of it. 
Not only must they be informed, but 
they should be over-informed on it, so 
they can amplify the pitch made in the 
advertising whenever they have the 
opportunity. 

Exactly the same situation obtains for 
manufacturers sending out direct mail. 
They can similarly “merchandise” their 
advertising, so that whatever the prod- 
uct or service they may be promoting, 
it will be brought to the attention of 
customers, through all other literature, 
presentations, displays, exhibits, sales- 
men’s solicitations. 

It’s on simple things like these that 
advertising flops, or works at  sub- 
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standard efficiency. It takes no Einstein 
to extract every bit of advertising power 
and value that it can exert, just infinite 


patience, constant checking, and per-' 


severance. The very homely, simple 
virtues that count. 

Lest you get discouraged from all 
these remarks on pitfalls, I should re- 
mind the chary and wary advertising 
beginner that if he can try his ideas on 
a small list or inexpensive mailing, he 
will know, if he tests carefully, how 
much of a gamble he is making. He 
may hit the jack-pot, or he will know 
that his proposition has no appeal. In 
the latter case, his mistake or error in 
judgment need not be too expensive. 
Then he can try something else, and 
apply whatever he has learned from 
his test. 

A final word, and this is on equip- 
ment. Until you know what you are 
doing, and have a definite program, 
you would be smart to use lettershops 
or direct mail services for any work 
you want done. It reduces your initial 
investment, cuts down on payroll and 
personnel, and gives you better work 
at lower cost than you can do for your- 
self. Later, as you find your use for 
equipment warrants, you can set up 
your own department when there is 
enough work to keep the personnel and 
equipment occupied on a full-time 
basis. 


AN ENORMOUS 
VOLUME 
OF DIRECT MAIL 


The Direct Mail Committee ap- 
pointed by the Treasury Department, 
and under the chairmanship of Earle 
Buckley of Philadelphia, met with 
Treasury officials in the Federal Re- 
serve Bank, New York City, on Friday, 
June 23, to check up on results and 
operation of the Savings Bond Inde- 
pendence Drive . . . and to map out 
future programs. 

Reports from all sections of the 
country indicate an enormous use of 
Direct Mail . . . more than ever before 
in the history of any government de- 
partment. And it is not only govern- 
ment mail. Thousands of business 
organizations and_ individuals have 
pitched in to use, at their own ex- 
pense, the letters prepared by the Di- 
rect Mail Committee and published in 
the Portfolio we told you about in 
the May Reporter. 

All of the figures are not in... and 
won't be for several months. But the 
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combined volume of mailing pieces is 
already astronomical. We are going 
to try to have a complete report by 
Convention Time, and it is hoped a 
complete campaign can be placed on 
display at the Direct Mail Convention. 

One letter in the Portfolio seems to 
have been used more than any other. 
Gimbels department store in Milwav- 
kee, for instance, sent it to every charge 
account customer. Other stores, both 
large and small, around the country 
have followed suit. Since the letter 
has been so popular, we will reprint 
the Gimbel version here . . . but we 


won't tell you the member of the Com- 
mittee who wrote it. You can try to 
guess. 
Dear Customer: 

We called in one of our top buyers last 
month and gave him explicit instructions. 

“Let's celebrate the Fourth of July,” we 
said, “with the biggest bargain Gimbels ever 
had. Get us an item that every customer can 
afford . . . one that lasts for years . . . that 
will keep folks singing the praises of Gimbels 
as the spot for real bargains. Spare no expense. 
Go get it!” 

He went. This morning he returned. Tired. 
Rumpled. Weary. But happy. 

“I've covered the field,” he said, “and I’ve 
found the top bargain. It’s so popular that 
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money order in the enclosed envelope . . . 
He looks at the envelope: “A SELF-SEAL ... 
no licking required . . . that’s considerate of 
them...OK!” 

Every little thing counts in Direct Mail 
and Mail Order Advertising. And it doesn’t 
take much of a boost in returns to justify the 
use of a 634 Self-Seal return envelope. Test 
it on your next mailing: half your usual style 


and half SELF-SEAL. 


“We'll boost returns with 


SELF-SEAL Czvelofes” 






Your prospect is ready to “send check or 


Self-Seal® Business Envelopes 


Your Secretary will go for SELF-SEAL 
Commercial Envelopes for regular corre- 
spondence. Ask your printer or paper mer- 
chant for samples, or write direct to us. 


UNITED STATES ENVELOPE COMPANY 


General Offices: SPRINGFIELD 2, MASSACHUSETTS 
DIVISIONS FROM COAST TO COAST 
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reap big profits by mail! Consultation 
without obligation. 


PAUL MUCHNICK CO. 
150 Nassau St., New York 7, N. Y. WOrth 4-6336 





Sell by Mail? 
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kings and emperors dream of it . .. yet so 
easy to get that our humblest customer need 
not be without one. It’s 100 safe and 


unconditionally guaranteed by the manufac- 
turer. Even if one is burned, lost or stolen, 
he'll replace it with an exact duplicate . 
without charge. It probably has more satis- 
fied customers than any item in the world 
today. I'm one myself.” 


That was great. We were interested. 
“What does it cost?” we asked. 


“There’s a price for every purse,” he an- 
swered, “but that’s only half the story. It 
doesn't really cost at all, because it gets more 
and more valuable as the years go on and all 
the time it brings its owners priceless peace 
of mind.” 


“Incredible,” we exclaimed, “order thou- 


A Most 


sands!” 

“That's just it,” he said, “that won't be 
nearly enough. It's a bargain we can’t handle 
just here at Gimbels . . . we'd never be able 
to keep it in stock. It sells too fast. Besides, 
our customers can get all they want at the 
post office or any bank.” He grinned. “The 
biggest bargain today is the U. S. Savings 
Bond.” 

He’s right. It is. It’s the only bargain in 
town that’s better than the ones at Gimbels 
and the best one for you this year. 

Stop in at the post office or bank today. 
Ask for an order blank. Tell them, “Gimbels 
sent me. They say your U. S. Bonds are the 
best bargain in town this year. I want to 

buy them regularly.” 
Sincerely, 


GIMBEL BROTHERS 


Unusual Book 


Whitt Northmore Schultz has written 
a book. Its title—“‘How You Can Make 
More Money By Mail.” He published 
it himself . . . and is selling it for one 
single buck. 

This reporter is fascinated by it. Flab- 
bergasted, too! 

Here’s the dope. Whitt started a 
“mail order operation” shortly after 
discarding his Army sergeant uniform. 
He called his new company, North- 
more’s Home Products, Highland Park, 
Illinois. The Reporter ran a story 
about Whitt in the September 1949 
(convention) issue. How he has built 

business now servicing 40,000 shop- 
by-mail customers across the nation. 

Whitt studied “mail order”. He 
visited Miles Kimball and other great 
names. He learned rapidly. 

So he wrote a book about what he 
has learned. It’s different from any 
other book ever published about “mail 
order.” Why? Because it is abso- 
lutely honest. 

And we'll be honest in describing it. 

It is pamphlet size and style. 6 x 
9°. It has exactly and only 42 pages 
of actual text matter. A few extra 
pages for index, acknowledgments, fly 
leaf .. . and a red paper cover. 

There are 13 chapters condensed into 
the 42 pages. You might be interested 
in the titles: 

How To Get Started In Mail Order 

How To Select Items That Sell By Mail 

How To Find Suppliers 

How To Advertise And Promote Your 

Product 

How To Find The Correct Advertising 

Medium 

How To Handle Mail Orders 

How To Handle C.O.D. Mail Orders 

How To Handle Complaints By Mail 


THE 


How To Write A Friendly Letter 

How To Adopt Mail Selling To Other Busi- 
nesses, or How To Get More Sales From 
Your Customers 

How To Develop A Mail Order Philosophy 

A Salute To A Real Mail Order Leader: 
Miles Kimball 

More “How To’s” 
ming Up 


To Help You: A Sum- 


The introduction deserves reprinting 
here. Read it carefully . . . word for 
word. 


This book is written for you, a person inter- 
ested in making money selling top quality, 
guaranteed products by mail. 

You will find it helpful, I believe, because 
it’s written from actual experience in this 
fascinating mail order field. 

Mail order selling gets more popular each 
day. Last year nearly one billion dollars were 
spent by mail order merchandisers. 

Folks like to buy by mail because it’s easy, 
speedy, economical. 

Pleasant, too. 

You'll agree, I think, that it’s mighty com- 
fortable shopping from your favorite arm 
chair. 

And that’s what you do when you shop 
by mail. 

Understand, please, this book does not 
even pretend to have all the answers on 
successful mail order selling. No one in the 
mail order industry has all the answers on how 
to consistently and successfully sell by mail. 

But most of us, after a great deal of experi- 
menting, know some of the techniques of 
making money by mail. These techniques, 
learned at great expense and from hard work, 
are passed on to you in this book. 

You may ask why I give these ideas to you, 
after they've cost so much to learn. 

My reason is I'm interested in_ helping 
conscientious and dependable men and women 
get a start in the mail order business. 

The more reliable folks we have selling by 
mail, the better it'll be for all of us. 

Americans want to buy from reliable firms. 

The more Americans we can get to buy 
by mail, the better the mail order industry 
becomes. 

Finally, then, this book is written for men 
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and women who want to sell top quality, 
guaranteed products by mail. 

It's written with the sincere hope that 
those of you who want to sell by mail also 
want to offer merchandise that'll make our 
lives and our homes finer. 

If you're interested in making money by 
mail, selling quality products that'll better 
our nation, then this book is for you. 

I hope you enjoy it and find it most helpful! 

Wuirt NortHMore SCHULTZ 


Notice anything unusual? Short 
words. Short sentences. Absence of 
bunk. 

We've read the book a number of 
times . . . and were fascinated by the 
frankness and the short sentences. In- 
trigued us so much we took time off 
and actually counted the lines and the 
single line paragraphs. 

There are exactly (and only) 933 
lines of type text in this book ... 
covering all the subjects in the index. 

239 (two hundred and thirty nine) 
of those lines are complete paragraphs 
in one line. 

The great majority of the other para- 
graphs are two lines. There is only 
one six line paragraph . . . and that had 
to be because it listed names. By our 
count there are only seven five line 
paragraphs. A few four’s, a few more 
three’s . . . but mostly two’s. Imagine 
an advertising writer writing like that 
. .. 239 one line paragraphs! So simple 
it can be understood by . . . well, any- 
one. 

We think Whitt Schultz has set a 
new style in writing factual information. 
We think his little book can help any- 
body in the direct mail business, not 
only mail order people. 

Just as an experiment . . . The Re- 
PORTER would like to see how many of 
its readers are interested in such a differ- 
ent kind of book. If you want it... 
tuck a dollar bill into an envelope and 
send it to us. So we can get count. 
We'll send your order along to Whitt. 
Lord knows, he can’t make much 
money on the deal, but he has made a 
real contribution to direct mail. 

Here’s to more, honest books about 
direct mail. Especially those with one 
line paragraphs. 


UNNECESSARY 
LETTERS 


Out in Chicago, we were sitting 
around discussing the effectiveness of 
“unnecessary letters.” The ones you 
really don’t have to write. Like letters 
to a hotel manager praising the courtesy 
of a waitress, or to a Chief of Police, 
patting a patrolman on the back for 
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unusual service. Such letters are un- 
necessary . . . but they often start a 
surprising chain of events. 

Roy Rylander of The Rylander Com- 
pany, 19 South Wells Street, Chicago 
6, Illinois, agreed with the premise. 
He thinks it is definitely a good idea 
to mail a letter occasionally which 
doesn’t ask for a thing. Here’s a mes- 
sage he mailed in April multi- 
graphed on a colorful, lithographed, 
Spring-flower letterhead: 

(Fill-in) 


There’s no two ways about it,— 


EVERYBODY feels better when Spring 
comes! 

Seems like the first Spring flowers 
and the budding trees, do things to 
folks which make them smile and take 
a bright outlook on life. 

Even if the weather man tries to 
fool us with a stupid blizzard—we just 
KNOW it can’t last—that we'll wake 
up the next morning to find crocuses 
or daffodils poking up their heads 
through the snow. 

Yes—and because Spring IS here, 
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GARDEN CITY ENVELOPE COMPANY 
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HANDLES ALL KINDS of printed mat- 
ter in sizes (folded) from 3x3" to 6x 
13” (larger sizes quoted on inquiry). 
Tape sealing strip also holds reply 
cards or inserts. 











Tapes 7200 mailing pieces hourly! 


“SCOTCH” is the registered trademark of M. M. & M. CO. 





merely keeps feeder hopper filled, 
presses start-stop button. Continu- 
ous high-speed output at low cost. 


Looking fora high-speed sealer 
for folders, double post cards, 
bulletins,andself-mailers? Here’s 
your machine! The “SCOTCH” 
Brand Automatic Mailing Piece 
Sealer cuts and applies a neat 
one-inch strip of pressure-sensi- 
tive tape to as many as 7200 
folded pieces per hour! Tape 
may be colored, transparent or 
printed, in widths from 4 "tol". 

For demonstration or further 
details, write Dept. RD-75, 
Minnesota Mining & Mfg. Co., 
St. Paul 6, Minn. 
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hood of Magicians for 4 years; was 
National Secretary of The Society of 
American Magicians for 11 years, and 
am currently a vice president of this 
order. 

Magic Tricks have been sold by mail 
since 1890, and possibly before that 
time. Until around 1914 I would ven- 
ture to say that 90°% of all magical 
equipment was sold by mail, and be- 
lieve that 80°, would be a fair figure 
today. 

The industry of supplying magic 
tricks and equipments to protessionals, 
to amateurs, and to “kids” now runs 
somewhere between 3 and 4 million 
annually. You can check on this by 
contacting Ralph Read, 101 Park Ave., 
N. Y. C., Secretary of The Magic 
Dealers Association. They have about 
65 members at the present time. 

Until recent years the only shops 
were located in New York, Chicago 
and Los Angeles. As a result, anyone 
interested who did not live in those 
spots, or could visit there, could only 
order by mail. 

Today the larger dealers issue pre- 
tentious catalogs, one running to over 
400 pages. Because of the cost, their 
usual procedure is to charge $1 or $2 
for the catalog, and rebate this charge 
on the first order for $5 or more. Of 
course this does not apply to the 
numerous “bed-room dealers” who ad- 
vertise in Pop Mechanics, etc., and 
appeal to 10¢ orders from kids. 

Should you be further interested 
this subject, I can suggest the source 
of an interesting “success story” in 
this line. I refer to Percy Abbott, of 
the Abbott Magic Manufacturing Co. 
of Colon, Mich. I can tell you a bit 
about it from personal acquaintance. 

Perc Abbott is Australian by birth, 
and travelled all over the “Down 
Under” countries for many years as a 
professional magician and ventriloquist. 
He came to this country about 30 years 
ago, and toured here in vaudeville. 
Later he teamed up with the Great 
Blackstone, as stage manager of that 
mammoth magic show. 

Blackstone has winter quarters in the 
tiny southern Michigan town of Colon. 
While there, Perc met a local girl, 
married her, and decided to settle down. 
He thought he could start a direct mail 
business there because living and labor 
is cheap. But he had no capital on 
which to start. 

Then he got a brainstorm—a trick 
he titled “Squash” involving the sudden 
vanish of a full whiskey glass from 
bare hands. It cost some 7¢ to make, 
and he retailed it at $1. Although 
such occurrences are rare, he actually 
sold several thousand copies of this 
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trick in the first year—and he is still 
selling it. 

“Squash” put him in business, and 
today he owns four small factory build- 
ings in Colon, and employs up to 75 
people, some on part time only. His 
mail-orders have made the tiny Colon 
P. O. a Second Class Post Office. 

Nearly every Fall he runs a “free- 
for-all” magicians convention at which 
new tricks are demonstrated, and the 
latest one drew nearly 800 customers 
from all parts of the U. S. A. 

In addition to his mail-order business, 
he wholesales to other magic dealers, 
and also maintains retail sales-rooms 
in New York City, Detroit, Chicago 
and Los Angeles. Just for fun, some 
time, drop in at his shop in the Bush 
Terminal Bldg. quite close to you, 
and meet Ken Allen, his local manager. 

! do not think all of the above is 
of any extreme value to readers of 
The Reporter, but magic seems to have 
a fascination for all, and its business of 
supply certainly is linked up closely 
with mail-order selling. 

Leste P. Guest 

Alfred Allen Watts Company, Inc. 
216 William Street 

New York 7, N. Y. 


25TH ANNIVERSARY 


Several other organizations have used 
similar ideas, but here is a good way 
to announce and celebrate a 25th anni- 
versary. 

Smith Mail Advertising Service, Inc. 
43 Crown Street, Kingston, New York, 
had their usual letterheading printed 
at the bottom of an 8% by 11 inch 
sheet. Attached to the top with colored 
tape was a silver quarter. A natural 
attention-getter. 

The following multigraphed letter 
tells the story: 


DON’T TAKE THIS QUARTER YET 
YOU HAVE TO EARN IT FIRST. 


Because you are a good friend . . . and be- 
cause we've waited twenty-five years to 
give this quarter to you... please, before 
you take it. . . listen! 


You see, it’s silver and a twenty-five cent 
piece. Silver is the token of a twenty-fifth 
anniversary and it just so happens 
that this year is the twenty-fifth anniver- 
sary of Smith Mail Advertising Service, Inc. 

Hard-hearted business men say that there's 
no room for sentiment in business. But, 
gosh, at a time like this, don’t you think 
it’s one’s prerogative (a twenty-five cent 
word) to wax sentimental? Anyway 
blended with a background of sweet violin 
music and the zoom, zoom of the bass 
fiddle ... 

Here’s your twenty-five cents’ worth of senti- 
ment... 

One score and five years ago, this company 


(Continued on page 26) 








an exclusive Gilbert development in 
bond paper that assures instant, 
permanent sealing of envelope flaps 


Today! Sets py 
si rs) “nro Sel Suet 





@ This new Gilbert Envelope Bond 
gives you a combination of TWO 
major advantages never before obtain- 
able in a 25% new-cotton-fibre paper. 
1. It permits you to use a handsome 
envelope that matches your fine bond 
letterhead paper in attractiveness. 
2. And, for the first time, it assures 
instant, positive, permanent sealing 
of these envelopes by hand or high- 
speed machine methods. 


Exceptional Gum Affinity — Gilbert experi- 
ence and resources have produced a 25% 
new-cotton-fibre paper to which the 
gum adheres with tremendous adhesive 
strength—instantly and for the life of the 
envelope! 

Saves Mailing Time—Ends annoying, 
costly failure of envelopes to seal... 
eliminates rechecking operations . . . 
gets mail out on time without overtime. 
Prevents Loss of Contents — Gilbert Enve- 
lope Bond is strong and tough. No more 
broken or unsealed envelopes going out, 
to invite snooping or to permit loss o 
valuable contents. 

Highly Opaque— No show-through of 
contents or messages. Strictest privacy 
guards your correspondence when you 
use Gilbert Envelope Bond. 

Matching Appearance— The new cotton 
fibres used in making Gilbert Envelope 
Bond assure beauty and character that 
match fine bond writing papers. 

No Extra Cost— This combination of ex- 
tra features, available in no other enve- 
lope bond, is supplied in Gilbert Enve- 
lope Bond at regular prices. Demand this 
extra value! 


GILBERT PAPER 

COMPANY 

Est. 1887, 330-R Abnaip St., Menasha, Wisconsin 

BOND « ONIONSKIN « LEDGER + INDEX 

BRISTOL* MANUSCRIPT COVER. 

VELLUM +« BLUEPRINT «+ DRAWING «+ 

TRACING « SAFETY «+ SECURITY and 
CURRENCY PAPERS 


25% ... 50%... 75%... 100% New Cotton Fibre 
. .» Tub Sized ... Air Dried. 


FREE PORTFOLIO. Write on your 
business letterhead for free samples 
of Gilbert Envelope Bond envelopes 
and a representative group of all 
Gilbert Quality Papers. 











was founded on an idea . . . an idea that 

the creation of effective Direct Mail and its 

allied reproduction services was a specialized 
business requiring experience and attention. 

Warren F. Smith (a ‘young’ fellow, then) 

with the idea, felt that in this way he 

could offer clients a_ real, personalized, 
result-getting service. 

The idea was sound. It has worked profitably 
for our clients, and . . . we managed to 
make a modest living, too. 

Here, in 1950, we are an incorporated con- 
cern (we called ourselves Multigraphing 
Service, in the early days) and we've added 
more ‘young’ people with their sparkling 
ideas to keep abreast of the industry. So 

now, we're all ready for the next 
twenty-five years of helping you solve 
your reproduction and sales promotion 
problems with new ideas, and better serv 
ice, 

Been waiting around for twenty-five years 
to write this letter to you! 

You can take the quarter now 
You've earned it... 
(signed) Warren F. Smith 
President 

And while speaking of using money 
to attract attention ... it seems the old 
dollar bill idea has lost much of its 
value. Too many people have tried 
it. It worked very well years ago when 
Bob Collier, or someone else, originated 
it. 

A recent mailing by the National 
Cancer Hospital of America in Detroit, 
enclosing a dollar bill and asking that 
it be returned with another dollar or 
more brought to The Reporter office 
a number of caustic complaints. Opin- 
ions voiced . . . smacks too much of 
high-pressure. So be careful of stunts. 


IT’S FUN TO GO 
TO CHURCH 


Our heading is the title of an 8-page, 
5 by 7 inch pamphlet being distributed 
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by the Rev. S. Mark Hogue of 
the Westwood Hills Congregational 
Church, 1989 Westwood Boulevard, 
Los Angeles 25, California. 

John Yeck of Dayton, Ohio, whose 
wife originally came from Los Angeles, 
obtained a copy and sent it to us. It is 
the most out-of-the-ordinary advertising 
of religion we have ever seen. It will 
possibly cause considerable controversy 
. . . but we’ve shown it to a number of 
people and none of them consider it 
too extreme or sacrilegious. The book- 
let is illustrated with cartoons, such as 
the one shown here. 

The booklet takes the stand that it 
should be fun to go to church, although 
certain pious folks still think it shouldn’t 
be fun. The Rev. Mark Hogue believes 


a 15th Century church cannot survive 
in a 20th Century community. 

No one can give an intelligent criti- 
cism of this booklet without reading 
every word of the copy. So we suggest 
you try to obtain a copy by writing 
to Los Angeles. Perhaps it marks a 
new and healthy trend .. . which would 
win back the young people to the 
church. 

The last page of the pamphlet is 
perhaps the most unusual part of it. 
It contains this prayer written by Helen 
Salsbury: 


“Dear God, we make you so solemn, 

So stiff and old and staid— 

How can we be so stupid 

When we look at the things you've made? 

How can we miss the twinkle 

That must have been in your eye 

When you planned the hippopoto 

And the rhinoceri? 

Who watches an ostrich swallow, 

Then doubts that you like to play, 

Or questions your sense of humor, 

Hearing a donkey bray? 

Could the God who made the monkey 

Have forgotten how to laugh— 

Or the one who striped the zebra 

And stretched out the giraffe? 

How could an oldish person 

Fashion a_peli-can— 

Or a perfectly sober Creator 

Even IMAGINE Man? 
@ AUTOMATIC TYPEWRITTEN LET- 
TERS seem to be growing tremendously 
in popularity among Direct Mail users. 
The American Automatic Typewriter 
Company has just brought out a new 
space-saving model designed for use 
with electric typewriters only. It will 
effect more saving of space in offices 
and lettershops. 


Incidentally, our old friend Verne 
Child (from baby chick convention 
days) has moved from California to 
New York and is now associated with 
Bill Schulz in the Eastern Sales opera- 
tion of the American Automatic Type- 
writer Company. 
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ANOTHER BEEF 
ABOUT POOR 
FOLLOW-THROUGH 


H. M. “Mike” Burck operates 
Burck’s Advertising & Printing Service 
at 221 E Street, San Bernardino, Cali- 
fornia. In addition to liking Direct 
Mail . . . Mike also likes to fish. He 
tried to get some special tackle from a 
dealer without any results, so he wrote 
to the company which nationally ad- 
vertised the tackle. We will let Mike’s 
final red-hot letter to manufacturer ex- 
plain the story: 


June 19, 1950 
Shakespeare Company, 
Fine Fishing Tackle, 
Kalamazoo, Michigan. 
Gentlemen: 

Sometime ago I wrote you regarding your 
Criterion Line. In the main I wanted to buy 
some but I also asked a few questions, 
the import of which I do not remember. 
But I did ask where I could buy it, as the 
folder I had came from Los Angeles, a mere 
65 miles away. 

You did send me a catalogue which didn’t 
tell me any more than the little folder I had 
and then I received a “penny” postal stating: 
“The Criterion Line may be obtained through 
any of the Shakespeare Dealers in_ that 
vicinity.” Shakespeare Company—Sales Dept. 
Whoever wrote “that” card should never 
be in the “Sales” Department and what he or 
she meant by “that” vicinity, I have no idea. 
San Bernardino is a city of 73,000 boasting 
of 4 or 5 exclusive Sporting Goods shops 
and any number of hardware and other re- 
tailers who sell fishing tackle. 

Of course “that” vicinity may refer to Los 
Angeles, 65 miles away, or any number of 
towns such as Riverside, Pomona, Santa Ana 
~or in fact San Francisco, only 500 miles 
away. Us Westerners are supposed to be used 
to the wide open spaces; however, Mr. Shake- 
speare himself couldn't put a word in side- 
ways in a traffic snarl in Los Angeles. 

So—Criterion Line will have to be a lovely 
thought in the back of my mind if you folks 
won't break down and give me just one 
little dealer name within 15 miles of my 
office at 221 E Street, San Bernardino, which 
town is the scene of the National Orange Show 
in March every year, catering to 500,000 
visitors, and is 19.44 square miles in area. 

Very truly yours, 


(signed) H. M. Burck 


In Mike’s letter to this reporter, 
giving us the correspondence, he con- 
cluded with “Sometimes I wonder 
what’s the use of it all.” It’s a good 
query. Millions of dollars are poured 
out in national advertising and into 
expensive catalogs . . . and yet the 
fellows who spend the money don’t take 
the trouble to follow through to the 
ultimate sale. With, of course notable 
exceptions which are sometimes pub- 
lished in The Reporter. See item on 
page 31 for example, “Promptness Is a 
Virtue.” 
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EVERYBODY SHOULD 
COOPERATE 


Thank you, Henry, 

for your encouraging letter of May 
26th. 

Here’s something else I have thought 
about often and which came to mirid 
again while reading an article in your 
good publication about waste in Direct 
Mail. 

I believe that a great source of waste 
is the neglect of business firms to re- 
turn to the post office undeliverable 
pieces of mail addressed to individuals. 
Many such firms are themselves users 
of Direct Mail. 

With the possible exception of first 
class mailings, use of the “Return Post- 
age Guaranteed” notation on the envel- 
ope or piece, or any other post office 
checking service, is of no avail as I see 
it, unless the undeliverable material is 
returned to the post office. 

If I am right in my thinking, possibly 
you can help to correct this situation— 
at least among the firms represented by 
the readership of your publication. 

Thanks for listening! 
Frep G. WEBER 

Will Corporation 
Rochester 3, New York 


REPORTER'S NOTE: Good idea. Everybody 
should cooperate. | 


GUIDE POSTS 
FOR DIRECT MAIL 


REPORTER'S NOTE: The Allen Manufacturing 
Company, Hartford 2, Connecticut (manufac- 
turers of bolts, nuts and industrial tools) 
publish an interesting house magazine titled 
“Allen News.” April-June, 1950 issue was 
Volume 9, Number 3 (8}” x 11”, twelve pages). 
This recent issue carried a valuable story 
directed to distributors and sales agents. 
It was written for Allen by Ray Bidwell, Vice- 
President of Taylor & Greenough Company, 
Hartford 3, Connecticut, Direct Mail Coun. 
sellors and Printers. It’s worth reprinting. 
May give some of you ideas on how to tell 
a similar story to your sales outlets. } 


With the cost of making today’s sales 
continually climbing, many industrial | 
distributors are becoming increasingly | 
aware of the business building econ- 
omies afforded by Uncle Sam’s postal 
service. A postage stamp carrying a 
forceful direct advertising message | 
offers real value. Here is a “salesman” 
who will travel the length and breadth | 
of the land for a cent or two without 
stopping to sleep, eat or make telephone 
calls and without running an expense 
account. He always gets in the door 


(Continued on page 28) 
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Lilliput or 

Brobdingnag... 

GULLIVER, you'll recall, encountered 

endless difficulties in his fabled travels 
ze was often the heart of 


ut he was a giant 


bdingnag a 


7) 1 | 
derstandably enough, the same 


>ms exist today fe, in business 
direct mail -ople, for instance, 
would prefer a mai ise more prop 
erly proportioned to their account For 
balance brings better service to all 
Balance, and its benefits, is our spe 
« ialty é 1, since we welcome Etete! serve 
well) the mail advertiser who wants qual- 
ty production rather than mass produc 
tion, here’s our wish... Come see our plant 
meet our people, and observe our service... 


nor Brobdingnagian in 


ST. JOHN ASSOCIATES, INC. 
Dependable Direct Mail Service 
7S West 45th St., New York 19, N. Y 


LUXEMBURG 2-3344 











PUNCHES sheets and covers of any size 
or weight, quickly, accurately 


sence 











BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


O PLASTIC BINDING 
this low cost way 


right in your own shop 


You can profitably bind dupli- 
cated... printed... loose material 
of all kinds with sparkling plas- 
tic binding. Complete equipment 
costs no more than a typewriter. 
Binds up to 250 books per hour 
...for only a few cents each. 
Try this easy-to-use equipment 
...absolutely no financial risk. 


SPECIAL TRIAL OFFER 
Send today for information 
3193 and 2 handy pocket memo 
books bound on this equip- 

ment. No obligat.on. 





U. S. and Foreign Patents 
have been applied for on GBC Binders 
and on GBC Binding Equipment 


General Binding Corporation 


808 W. Belmont Ave., Dept. RD-6 
Chicago 12, lll. | 























better 
production 
brings 

better results 


There’s a best way to produce 
direct mail... 

MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
iry to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source... 

Always say, “Are you MASA?” 
YOUR BEST SOURCE for: Creative 
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or names of MASA 


mem te 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
Deiroit 21, Michigan 


MASA 
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MAILING LISTS] 


for Every Purpose 


‘ ; 
+ 1500 DIFFERENT CATEGORIES 
\) | Airplane Owners Manufacturers 
; | Boat Owners Neighborhood Lists 
SN) j Brides Pilots 
“ | Business Execs. Purchasing Agents 
| Canvassers Professional Peopie 
Career Girls Retailers 
§ Contributors Scientists 
Clubs & Members Sportsmen 
Dog Owners Stockholders 
Factory Workers Television Owners 
) | Farmers Vacationists 
Govt. Workers Veterans 
§ Home Owners Wealthy Men, Women 
F Mai! Order Buyers| Wholesalers 





§ Write on your business letterhead 
q for FREE Catalog 


N 
) DUNHIL INTERNATIONAL 
N LIST CO., Inc. 
) 565 FIFTH AVE., N.Y. 17, Plaza 3-0833 
§ LISTS FOR SPECIAL PROJECTS 
Ycontact Our Research Department 


9 EAST 46th STREET, N. Y. C. 
PLAZA 3-0227 











Need some help in building and 
maintaining your mailing list? 
Then send for “The Plain Jane of Direct 
Mail” ... a booklet packed full of basic 
information on all phases of list main- 
tenance and list building. 
Send 50¢ to The Reporter 

17 E. 42nd St. New York 17, N. Y. 
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and, more often than is realized, con- 
tributes to getting new business or hold- 
ing old business. Furthermore there is 
no limit to the number of these postage 
stamp salesmen you can have working 
in your behalf and they will carry your 
story to prospect or customer as often 
as you desire. 

In order to make a direct mail adver- 
tising program work, a few fundamen- 
tals must be observed: 

1. An up-to-date accurate mailing 
list is a must. A poor list is worse 
than none at all. Your list should 
be painstakingly compiled and dil- 
igently maintained; its proper up- 
keep is more than a part time job 
for the office boy. 


~ 


2. Insist that what is mailed contain 
straight to the point, accurate in- 
formation devoid of meaningless 
statements, misleading copy or ex- 
aggeration. If you prepare your 
own direct advertising, apply this 
acid test. “If I were the customer 
would I know what this is all 
about?” 

If you use promotion pieces fur- 
nished by your manufacturer- 
supplier appraise them in the same 
critical light. Be sure your direct 
mail contains facts—and all the 
facts—required for intelligent ap- 
praisal and buying. 


w 


. Consult your local post office for 
helpful tips on the most efficient, 
economical method of preparing 
your mailings. An hour spent 
with a postal official will save you 
many headaches and show you the 
way to important time and money 
saving short cuts. 

4 Be persistent and consistent in your 
mail advertising efforts. Keep up a 

steady barrage of mailing pieces, 

regularly spaced and_ properly 
timed. Direct promotion is simply 

a matter of playing percentages. 

The more mailings you make—the 

more doorbells you ring—the more 

returns you can expect ... and 
will get! 

Follow up inquiries religiously. 

As requests for additional infor- 

mation are generated—whether 

they be in the form of mail, tele- 
phone or personal inquiries-— 
make every effort to clinch the 
sale. A prospect who has read 
your advertising message, and tak- 
en action to the point of saying 

“tell me more”, is hot. Don’t let 

him cool his heels for a couple of 

weeks before getting in touch with 
him. 

6. Finally, don’t overlook any op- 

portunity to distribute printed sales 

messages. Mailing is not the only 


wi) 


method open to you. Include 
folders or circulars in packages, 
with monthly statements or other 
mail. Keep a supply in sight in 
your sales or display room or at 
delivery and pick up points. Pass 
them out at trade shows, conven- 
tions or wherever your buying 
public may gather. And be sure 
that your name, address and phone 
number appear prominently on 
every piece of literature! 

We at Allen have been supplying our 
distributors with printed helps since the 
beginning of the company over 40 years 
ago. Our experience with distributors 
who have followed these simple guide- 
posts set forth above has proved beyond 
all doubt that direct advertising pays 
off handsomely. 


RIBBING THE WRITERS 


Since I discovered your magazine, 
Mr. Hoke, I’ve made it a point to see 
it every month as it comes in to my 
‘boss’, Harold Reiss. 

It certainly contains a wealth of ma- 
terial for both top executives and lowly 
secretaries. 

But I’m not writing merely to sing 
your praises. I just thought you might 
get a chuckle out of the same thing 
that’s been causing me to sort of raise 
an eyebrow or two. 

You get some wonderful letters and 
most of them are good reading but, Mr. 
Hoke, tell me, don’t any of these guys 
who write you read your publication? 
What I mean is—I have yet to see a 
“dearless” letter reprinted in the book. 
Don’t they go along with your theories 
—or do they just read and forget what 
they read? 

Does seem strange that none of the 
letter writers use this form. We've 
tried to do it to an extent here with a 
bit of Harold Reiss’ prodding. We 
haven’t adopted it on a full scale be- 
cause there are some of the more con- 
servative people we deal with who 
wouldn’t think it so clever. 

This letter is really but a joke. 
Couldn’t resist the opportunity for a 
little kidding. Do hope you see the 
humor . 

JEANETTE KRrANTZ 

Reiss Advertising 

221 West 57th Street 

New York 19, N.Y. 
REPORTER'S NOTE: Maybe it’s our fault, 
Jeanetie. In reprinting letters . . . we often 
omit the first introductory paragraphs and 
get down to the meat. So the “Dear Henry” 
gets stuck in arbitrarily. But we do get a 


lot of dearless letters, as you will see in 
this issue. Anyway, thanks for the ribbing. 
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sources for 


mail order items 


by edgar v. hall 


REPORTER'S NOTE: “New Horizons for Mail 
Order’’ was the subject of a provocative ar- 
ticle by Ed Hall which appeared in May 
1950 issue of THE REPORTER. In it. Ed sug- 
gested going to foreign countries for unique 
and saleable items. Here's a follow up on 
the idea . . . with emphasis on Switzerland. 


You readers of my article, NEW 
HORIZONS FOR MAIL ORDER, are 
probably wondering exactly where and 
how some of the mail order “naturals” 
mentioned can be obtained. This is 
the first of a series designed to answer 
those questions. The series can’t hope 
to give you complete information about 
doing business with foreign manufac- 
turers. Some of the highlights, only, 
can be covered. The details of actually 
getting started will take some spade 
work on your part. 

In one of the top spots on your list 
for investigation put Switzerland. 
Since the war, Swiss markets in Europe 
have been cut. The Swiss endorse but 
do not participate in the Marshall Plan. 
And since the Plan encourages trade 
between participating countries, that 
has meant less business for Switzerland. 
Hence Swiss businessmen are eager to 
replace lost European markets via in- 
creased American trade. They are 
seeking American agents to introduce 
their products over here. 

Beneficial to you mail order men is 
the fact that it’s almost as easy to do 
business with Switzerland as it is with 
American manufacturers. There are 
few government regulations, no cur- 
rency restrictions, and a minimum of 
red tape to hinder you. 

Switzerland manufactures some of 
the world’s quality merchandise. More 
important for mail order men, many 
Swiss manufacturers specialize in nov- 
elty articles with eye and “buy” appeal. 
For example, I recently examined a 
sample Swiss pocket knife. It had the 
usual two blades, can opener and screw 
driver, like some of our American 
knives. In addition it had a pair of 
scissors, a pair of tweezers and, believe 
it or not a saw that cut easily through 
a two inch board! Talk about quality. 
novelty, and utility! I would have been 
an eager customer if that knife had 
been for sale! 
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That’s only one of the hundreds of 
novelties available from Switzerland 
for mail order selling. Just very briefly 
here are some others that might interest 
you: novelty music boxes, home tool 
kits, new type fishing lures, excellent 
ski equipment, carving sets, smart 
scarves and sweaters, stationery, and 
desk calendars. 

High manufacturer’s prices, and 
American postal regulations and high 
tariffs, as well as other restrictions 
will of course cut down the list. But 
plenty of things remain for you to sell 
profitably by mail order. And a little 
investigation will turn them up. 

The International News Company, 
121 Varick Street, New York 13, N. Y., 
is American agency for three Swiss pub- 
lications (printed in English) contain- 
ing helpful information for you. Write 
them and ask for information and prices 
on: DIRECTORY OF SWISS MANU- 
FACTURERS AND PRODUCERS, 
SWITZERLAND AND HER INDUS- 
TRIES and SWISS INDUSTRY 
AND TRADE. 

A visit to the Swiss Consulate nearest 
you is recommended also. You will 
not only be able to discuss your plans 
with Swiss trade experts, but they can 
put you in touch with manufacturers 
abroad whose products are suited to 
your type of business. Those and many 
other services are rendered free of 
charge. 

The Swiss are alert and fair dealing 
businessmen. Their well made _pro- 
ducts are sold in all of the world’s 
markets. Many Swiss articles are in 
everyday use in American homes. You 
should have no trouble introducing ad- 
ditional ones via your mail order 
business. 


ANCIENT 
DIRECT MAIL 


For the records, two ancient selling 
efforts turned up this month. 

Specimen “A” was sent to us by 

Vernon Lowell of the University of 
(Continued on page 30) 
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You Perform A Service 
or make a product... 


Which can be of help 
to those... 


Who create, plan and 
prepare Direct Mail 
Advertising ... 


Then reserve, now, 
advertising space in 
the 1950 Convention 
Issue of The Reporter. 


The Convention Issue will be mailed to 
subscribers on September 10th. And 
it will be on hand at the Roosevelt 
Hotel during the week of October Ist 
for both annual conferences of the 
Mail Advertising Service Association 
and the Direct Mail Advertising Asso- 
ciation. 


It's good business to be 
in an atmosphere where 
exchanged 


among leaders. 


Rates and Mechanical Requirements 


1 Time 6 Times 12 Times 


Full Page $150.00 $145.00 $135.00 
Two-thirds Page 120.00 115.00 110.00 
One-half Page 100.00 95.00 90.00 
One-third Page 85.00 80.00 75.00 
One-sixth Page 50.00 45.00 40.00 
Per Inch 10.00 10.00 10.00 
Back Cover ; 200.00 190.00 175.00 


15% additional for bleed borders. 25% addi- 

tional for inserts and color. 10% additional 
or preferred position 

Magazine, 8!/,." x 11”, saddle stitched 

Depth of column, 10’ 

In two formats: three columns to page, 
or 1 narrow and | wide column 


Width Height 
7 


Type Page x 10 
Two-thirds Page 44 x 10 
One-half Page 7 x 9 
One-third Page 24 x 10 
One-sixth Page a x $§ 
One inch 24 x 1 
Lleed Pages 8 x 11} 


THE REPORTER 


OF DIRECT MAIL ADVERTISING 
17 East 42nd St., New York 17, N.Y. 
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Very respectfully, your ole lent xevant, 
ALEX’R. LAUGHLIN, 
East side Brick Range, next to Messrs. Glaze and Radcliffe’. 
Jewelry Establishment. 
Florida. The Librarian there found it I am now receiving and opening 


recently tucked between pages of an 
old book printed originally in 1709, 
Some “prospect” had left it there in 
1799. The faded handwriting couldn't 
be reproduced ... but here is a trans- 
lation. 
L. Rawlin takes the liberty to in- 
form the Ladies of Datha and its 
vicinity that she is just returned 
from London with fashions and 
a variety of modern goods which 
she hopes will meet with their ap- 
probation. She likewise takes this 
opportunity to return thanks with 
gratitude for favours received. 
Specimen “B” was sent to us by 
Nelson Hampton, Advertising Manager 
of South Carolina Mills, Spartanburg, 
South Carolina who thought you all 
might enjoy its frankness as well as 
its age. Translation: 
Columbia, S. C., Sept. 1850 
THE PEOPLE’S STORE 
Dear Sir: 
I take the liberty of soliciting 
you to call and examine my stock 
of FANCY AND STAPLE DRY 


GOODS when you visit our city. 
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the largest and best assorted stock 
ever offered in this market. 

Having made a large addition 
to my Store Room during the Sum- 
mer, I am now better prepared to 
exhibit goods than heretofore, and 
feel confident that I can make it 
to your interest, (as well as to my 
own) to examine my stock before 
you make your purchases. 

I would particularly call your 
attention to my extensive stock of 
Kerseys and Blankets, including 
a lot of Georgia Plains; in fact, my 
stock embraces nearly every article 
usually kept in a Dry Goods Estab- 
lishment from the finest to the most 
common. 

Being a native Southerner, and 
having none but native Southern 
assistants, you need not fear being 
“Yankeed” out of your money. 
Call and examine for yourself. 

Very respectfully, 
your obedient servant, 
ALEX’R. LAUGHLIN 
East side Brick Range, next to 
Messrs. Glaze and Radcliffe’s 
Jewelry Establishment 


HOW TO SAVE 
MONEY ON A SMALL 
HOUSE MAGAZINE 


Conrad Schafran is advertising mana- 
ger of Kramer Brothers, Inc., 125 Col- 
vin Street, Baltimore 2, Maryland 
(wholesale distributors of models, fish- 
ing tackle and accessories). He recently 
sent us samples of his house magazine 
“The Kramer Krier”. It’s a two-color 
offset job running from 4 to 8 pages, 
published bi-weekly in 8'2” x 11” size. 

Unusual technique: Conrad uses a 
fairly expensive looking ripple finish 
paper, but gets it at a reasonable price 
by buying a long term supply. By 
standardizing his format, decorations, 
regular feature heads, etc. (difficult to 
explain without illustration) he runs 
his second color for five or six issues in 
advance, thus getting a lower press-time 
cost. 

Mr. Schafran thinks it surprising 
how many house magazine editors 
could work this way . . . but don’t. 


THE “BOSS” REPORTS 
ON DIRECT MAIL 
PROGRESS 


Good Morning Mr. Henry Hoke: 

I read your REPoRTER conscientiously every 
month, and whether it does me any good or 
not is a $64.00 question. You know that 
in a small organization like ours, the boss 
thinks he does 90% of the work. The boss 
knows that he writes the copy, prepares the 
art and then produces it on three Multilith 
Presses with two standby Letter Presses. This 
can hardly classify him as an editor and 
probably not even a pressman, but it is only 
the net results that count. Every drop of 
Liquor that we make is sold exclusively by 
mail. We never have to throw a barrel away. 
30) years ago we published an 80 page catalog, 
and today we have reduced it to a single sheet 
10 x 14 issued monthly, one mailing to the 
Retailers in Connecticut and another mailing 
to the Wholesale Liquor Dealers and Rectifiers 
throughout the U.S.A. 

Nobody can sell more than 100% of what 
they make, so we really do not know if our 
methods are good or bad, and we certainly 
are in no position to criticize your work or 
anyone elses. Sometimes a crude piece of 
advertising upsets us so that we write the 
fellow, and does he give us the horse laugh, 
because that was the original idea. 

Yours very truly, 

(S) N. SEMEL, President and 

Printer’s Devil 
United Distillers Products Corp. 
Amston, Connecticut 


REPORTER'S NOTE: Thanks. Mr. Semel, for 
your interesting and humorous report. I hope 
you'll eventually find an answer to the 64 
dollar question. 


TULLY 


H, H. 
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PROMPTNESS 
IS A VIRTUE 


Here’s a report on one advertiser 
who really takes inquiries seriously .. . 
and knows how to handle them. 

Charles Baake, subscription manager, 
Modern Industry, 400 Madison Avenue, 
New York 17, sent us this example with 
comment, “I call this type of prompt 
reply excellent customer relations. And 
it’s a wonderful sales letter too.” 

The personally (and prefectly) typed 
letter was dated May 16th, on letter- 
head of Cordacide Division—Darworth, 
Inc., Simsbury, Connecticut: 


Dear Mrs. Baake: 


Thank you for your postal card of May 


15 in which you inquire whether you 
can still buy CORDACIDE. Since 
supplying you with your order last 
summer, we have established R. H. 
Macy & Co. of New York City as our 
retail agents for CORDACIDE. You 
can buy CORDACIDE in their House- 
wares Department in the basement. It 
will probably be easier for you to deal 
direct with Macy’s and, therefore, we 
suggest that you get in touch with them. 


Since shipping you your can of CORD- 
ACIDE last year, we have made a slight 
improvement in the product by the 
addition of Chlordane. The enclosed 
folder describes this in detail. This 
improvement renders CORDACIDE 
just as effective on the regular insects 
which it formerly controlled and it now 
adds the control of cockroaches and 
other harder to kill insects to its list. 


Thank you for your continued interest 
in CORDACIDE;; we feel very certain 
that your needs will be taken care of 
readily and effectively by Macy’s. 


(s) Frederick D. Houghton 
General Manager, Cordacide Division 


In contrast to the above skillful hand- 
ling... was a report we received from 
a reader who doesn’t want his name 
brought into the argument. He says: 


My buying appetite was aroused by an ad 
in the latest issue of “The Office’—an ad for 
a portable addressing machine. Anxious to 
see just what sort of a job the machine would 
do, I wrote to the manufacturer and asked 
him to send me samples of impressions made 
by the machine. 

In reply I get a poorly filled-in, processed 
letter which tries to sell me some additional 
equipment, tells me I should contact the 
company’s branch office for the name of the 
nearest dealer and gives me a 34-page catalog 
ot products. 

I am told that illustrations and a description 
of the product are given on pages 22 and 23 


JULY 1950 


of. the catalog. Turn there and sure enough, 
a beautifully laid out, complete description. 

Only one thing missing: the samples asked 
for. 

Only one feeling about the whole thing: if 
it is too much trouble for the company to 
comply with a direct request, it is too much 
trouble for me to sign an order form. 

Someone should politely explain to this 
manufacturer the value of individual assess- 
ment of inquiries—and individual replies to 
specific requests. 


This reporter agrees. The printed 
material sent with letter was excep- 
tionally well done. Professionally pre- 
pared. But the shoddy and dumb letter 
wrecked the sale. 

Frederick Houghton’s technique for 
Cordacide could well be copied by every 
national advertiser. 


IMPORTANT NOTICE 


George Kinter is taking a vacation. 
So you will not find his usual monthly 
letter in this issue. George says he 
needs a rest. But we have a suspicion 
that he is hiding-out after being caught 
using cheese cake. George has always 
been violently opposed to undraped 
females being used in advertising. In 
the last issue of Time Out (H.M. of 
Steel City Electric) which George edits, 
he sure played up cheese cake to a 
fare-thee-well. Have a good “rest,” 
George, and come back clean and pure. 


-— 


£D MOW ‘ ‘ . 
STEEL CITY ELECTRIC CO., COLUMBUS AVE. PITTSBURGH 55, PA. 


ms Fame, 1360 ror 


TIME OUT TO MAKE YOU ACQUAINTED WITH 


STEEL CITY ELECTRIC COMPANY'S REPRESENTATIVES 


The Squeeze 


Connector Gals 


Covering All 
Popular Beaches 





CONFOOSIN’— 
AIN'T IT? 


That was title on a humorous item 
which ran in May 25th issue of “The 
Buzz Saw”, weekly bulletin of The 

(Continued on page 32) 








- CLASSIFIED 
ADVERTISING 





Rates: $1.0C per line—minimum space 3 lines. 
Help and Situation Wanted Ads— 
50¢ per line—minimum space 4 lines. 





ADDRESSING 





ADDRESSING $4.50 THOUSAND 
No charge for our lists 
“SPEEDADDRESS” 

48-01 Forty-Second St., 
Long Island City 4, N. Y. 





ADVERTISING AGENCIES 





SELL YOUR PRODUCT WITH pulling 
mail order, agent ads. 
We show you how. 
Martin Advertising Agency 
15P East 40th Street, New York 16, N. Y. 





FOR SALE 





AVAILABLE: Addressograph-Grapho- 
type equipment. Model 6380 Keyboard 
Automatic Electric Graphotype; Model 
1950 Addressograph with Duplicate 
Auto ~atic Feed Electric; 400 metal trays 
and approximately 50,000 Style “S” Elec- 
rocote Loktab Frames. Availability 
approximately July 15th. Further par- 
ticulars from T. S. White, 225 East 
Plume Street, Norfolk 10, Va, Tele- 
phone 51658. 





MAILING LISTS 


COLLEGE complete enrollments; High 
School grad. lists; Movie Ind.—Stars— 
Directors ond many other specialized, 
| hard to-get lists for sale. COLLEGE 
LIST CO., Dept. H, 42332 W. Slauson 
Ave., Los Angeles 43, Calif. 


| CURRENT BIRTH LISTS! Good coverage. 
| Also Expectant Mothers. C. Donner, 
| Box 643, Ann Arbor, Michigan. 











| 
MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addresso- 
graph machines. We specialize in the 
re-manufacturing of used ribbons. Chi- 
cago Ink Ribbon Co., 19 S. Wells St., 
Chicago, IIl. 





OFFSET CUTOUTS 


MOST COMPLETE service in U. S. Just 
published—OFFSET SCRAPBOOK ¢7, 
950 reproduction proofs of promotional 
headings, catch words and art panels, 
only $3.00 postpaid. Literature free. 
A. A. ARCHBOLD, PUBLISHER, 1209-K 
|S. Lake St., Los Angeles 6, Calif. 
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CHEMICAL, BIOLO AL, METALLUR AL AND CLINICAL LABORATORIES 


April 12, 1950 


To the Personnel Manager: 


Will you help us revise our mailing list 


please? 


The name or names et the right are now on 
this liet. Are these people still with you 


+ and are the initials, spelling, etc. 


correct? 


As our business is exclusively that of 
supplying laboratories of all types 
periodic mailings are devoted t 
interesting developments ir 
field. They are, therefore, of interest 
primarily to heads of laboratories 
research directors .... buyers .... and 





others connected with the use and purchase 


of laboratory supplies. 

To save your time .... deletions and 
corrections .... also replacement names 
and other additions can be noted right 
on this letterhead. A business reply 


envelope is enclosed for its return to 
us, 
Thank you! 


Very truly yours, 


WILL CORPORATION 


Sales Promotion 
Department 


Cc. R. Hall/W 


Club. 


Maybe it might be a good idea to send 


Kansas City, Missouri Rotary 


copies to your Congressmen. 


May sekund 1950 
Deer Mistur edditur 


well BUB I am shur confuused now 
and dont know whut to du 

for a long time I hev bin mitey 
proud of whut my unkel sammy hez 
bin dooin to hev hiz boys git my mail 
to me in a huree. but now just when 
everything seemud to be going jist about 
rite he ups and tells me I might as well 
as keep my shurt on fur he dont think 
i need mail so menny times a day. 

it shur pesters me to think thet a air 
mail lettur from one of my kids may 
lay down at unkel sams offuce fer 
twentty four howers jist becuz they 
kant git it in that one delivvery a day 
and Bub i dont likke to wait fur my 
dunns either. 

say Bub ive got a idee. ill bet you 
know that feller from saynt Loous that 
runs the letter biznuss fer Harry and 
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the laboratory 


Current Hanes on Mailing List 
John As Yxxxxxxx 
Dr. Pe Te Gxxxxxxx 


Chase D. Qxxxxxx 


(name ani 4epartment) 


(mame and department) 


(Please fill in information below) 


ORGANIZATION: 








STREET ADDRESS: 








TOWN, ZONE and STATE: 





mabbe you know sum of them fellers 
they call congrussmen ur senniturs ur 
sumthin lik that. Why dont you tell 
them how bothured i am and ask him 
kin he fix it so i kin git my dunns in 
the afturnuun tuu. 

iffun he sez he hez to save munnee 
tell him to hev Harry to hock sum uf 
them buurows the folks keep talkin 
about. 

I dont no thet man thet runs the 
lettur bizness and iffin i did he woodnt 
pay no nevver mind to a puur boy frum 
the countree like me but ile bet if youd 
send him a coppee of my lettur and 
ask hirs heed try to do sumthin about 
it. 

Youurs trouly, 
Dum Egg 

and Bub i jist happuned to think 
about the inkongroorttees of the rates 
on maguzeens, publikashuns, noos- 
papers and sich, thet reely make the 
dow but get subbsuddizzed or sumthin 
like thet and then Harry hez his boy 
make me pay two sents for postal kards. 





REPORT ON A LIST 
CLEANING EFFORT 


Tell me, Henry, is this good or bad? 

The enclosed letter was used to check our 
mailing list in areas not covered by our sales 
men. It went to industrial firms, hospitals 
and educational institutions. 

503 letters were mailed from our Atlanta 
D:vision and 926 from Rochester, all in penny 
saver envelopes, postage metered. 

The percent of replies was 72.9 from the 
Atlanta, and 57.1 from the Rochester mailing 

an overall of 62.7%. 

The letter was multigraphed and a signa- 
ture cut used. There was no fill-in. 

All of the respondents complied with 
our request concerning current mailing list 
names. A large number also furnished ad 
ditional names under the “Replacement” and 
“Additions” sub-heads. 

Some of my associates questioned the use 
of the “To the Personnel Manager” heading, 
pointing out that small firms did not have 
such managers nor did many hospitals and 
educational institutions. I believed, however, 
that the heading would help get the letter to 
the individual who handled the personnel 
records and that, in any event, a little flattery 
would do no harm. 

The reason for paragraph two was to assist 
the recipient in locating and checking the 
current names by departments and act as a 
guide in submitting additions of the type 
we want. 

I purposely requested that the name and 
address of the organization be filled in at 
the bottom of the letter in order to give us 
a complete check on the make-up of our 
mailing stencils. 

As I started off by saying—is this good or 
bad? 

Cordially yours, 

Frep G. WEBER 

Will Corporation 

Rochester, 3 New York 
REPORTER'S NOTE: Why should we attempt to 
criticize a 62.7% overall return? Best ever 
reported to us on list cleaning was around 
80%. That. too. went to professional people 

. who seem to be more meticulous about 
such things as getting their names and titles 
just right. 





@ LARRY CHAIT of Arthur Wiesenber- 
ger & Company, New York City is the 
new president of the New York Hundred 
Million Club. He follows Walter Gruen- 
inger who not only had a most success- 
ful two administrations, but who also 
insisted on the introduction of a new 
rule which prevents any president from 
holding office for more than two years. 
A new constitution was approved at the 
June 8 meeting. Membership quota has 
been increased slightly ... dues were 
raised. Others elected were: Vice Pres- 
idents: Marian F. Armstrong (Direct Mail 
Manager, Time Inc.) Joseph W. Ferman 
(General Manager, American Mercury) 
William Steiner (Consultant) Secretary: 
Muriel Gilmore (Vice President, Mail- 
ings Inc.) Treasurer: Helen G. Buckley 
(Subscription & Fulfilment Manager, 
Parents’ Institute Inc.) Assistant Treas- 
urer: Florence Peterson (Direct Mail 
Manager, Parents’ Institute, Inc.) See 
item in this issue about the DMAA Con- 
vention Time Table for other news con- 
cerning the Hundred Million Club. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING 
Creative Mailing Service, Inc....... 24 South Grove St., Freeport, N. Y. 


ADDRESSING — TRADE 


Shapins Typing Service.......... 68-12 Roosevelt Ave., Woodside, N. Y. 
ADVERTISING AGENCY 


Martin Advertising Agency....15PA East 40th St., New York 16, N.Y. 


AUTOMATIC INSERTING 
taymond Service, Inc............+.- 160 Fifth Ave., New York 10, N. Y. 
AUTOMATIC TYPEWRITERS 
Amer. Automatic Typewriter Co.,..610 N. Carpenter St., Chicago 22, Il. 
Robotyper Corporation... .. ..18050 Ryan Road, Detroit 34, Michigan 
AUTOMATIC TYPEWRITING 


Ambassador Letter Service Compa ...11 Stone St., New York 4. N, Y. 
Hooven Letters, Inc.............352 Fourth Ave., New York 10, N. Y¥. 








BINDING EQUIPMENT 


General Binding Corporation. .808 W. Belmont Ave., Chicago 14, Illinois 






BOOKS 
Graphic Books, Inc............. 17 East 42nd St., New York 17, N. Y. 
Harry Volk. Ir. .ccccccscccces 209 Central Bldg., Atlantic City, N. J. 
BRITISH & EUROPEAN LISTS & CAMPAIGNS 
R. Aynsley-Cooper. . Villa Rd., P.O. Box 136, London, S.W.9, England 
COMPOSING MACHINES 
talph C. Coxhead Corp.......720 Frelinghuysen Ave., Newark 5, N. Y. 
DIRECT MAIL AGENCIES 
Rk, MTree re ee ee Ornon Road (6) North Canton, Ohio 
D. H. Ahrend Company, Inc..... 325 East 44th St., New York 17, N. Y¥ 
Homer J. Buckley & Associates, Inc..57 E. Jackson Blvd., Chicago 4, Ill. 
Circulation Associates........... 1745 Broadway, New York 19, N. Y. 
Dickie-Raymond, Inc............ 80 Broad reet, Boston 10, Mass. 





3 N. Water St., Milwaukee 2, Wis. 
0 W. Washington St., Chicago 6, IIl. 






Duffy & Fabry, Inc 
McNulty Advertising Agency... 

















Mailograph Co., Inc.............39 Yate Street, New York 4, N. Y. 
Paul Muchnick Advertising........ 150 2 . New York 7, N. Y. 
Reply-O Products Company....150 West New York 11, N. Y. 
Paul Smallen Advertising..........320 Broadway, New York 7, N. Y. 
Tested Sales Producers, Inc..... 131 West 53rd St., New York 19, N. Y. 
Philip J, Wallach Company..........220 Fifth Ave., New York 1, N. Y. 
DIRECT MAIL TRAINING COURSE 
a er. cr 17 East 42nd St., New York 17, N. Y. 
ENGRAVERS—Steel and Copper Plate 
Garrick Printing Company...... 54 West 21st St., New York 10, N. Y. 
ENVELOPES 
American Envelope Mfg. Corp.....26 Howard St., New York 13, N. Y. 
The American Paper Products Co..............++. East Liverpool, Ohio 
Atlanta Envelope Company........ Post Office Box 1267, Atlanta 1, Ga. 
Atomic Envelope Company...... 108 West 17th St., New York 3, N. Y. 
Cupples-Hesse Corp.....4175 N. Kingshighway Blvd., St. Louis 15, Mo. 
Samuels Cupples Envelope Co., Inc...360 Furman St., Brooklyn 2, N. Y. 
Curtis 1000, Inc...................380 Capitol Ave., Hartford 6, Conn. 
Garden City Envelope Co.....3001 North Rockwell St., Chicago 18, Ill. 
M. & G. Envelope Company........ 20 West 22nd St., New York, N. Y. 
Massachusettst Envelope Co.......641 Atlantic Ave., Boston 11, Mass. 
McGill Paper Products, Inc.......501 Park Ave., Minneapolis 15, Minn. 
The Standard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation......345 Hudson St., New York 14, N, Y. 


Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
Tension Envelope Corporation. .5001 Southwest Ave., St. Louis 10, Mo. 
Tension Envelope Corporatio. ..123-1 . Second, Minneapolis 1, Minn. 
Tension Envelope Corporation....1912 Grand Ave., Des Moines 14, lowa 
United States Envelope Company................ Springfield 2, Mass. 
The Wolf Envelope Company... .179-81 nd St., Cleveland 1, Ohio 











ENVELOPE SPECIALTIES 
The Sawdon Company, Inc..... 480 Lexington Ave., New York 17, N. Y. 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 


GUMMED STICKERS 
prowera Oltice Dupe soc cvccciesiave 6814 Chew St., Phila. 19, Pa. 


LABEL PASTERS 
Potdevin Machine Company.......... 1281-38th St., Brooklyn 18, N. Y. 


LETTER GADGETS 


Hewig Company nsetsbadawan ..45 West 45th St., New York 19, N. Y. 
A. Mitchell.... ices seenus 111 West Jackson Blvd., Chicago 4, Il. 
A. August Tiger. ....cccccccess 154 Nassau Street, New York 7, N. Y. 


MAIL ADVERTISING SERVICES (Lettershops) 








Advertisers Mailing Service, Inc.....915 Broadway, New York 10, N. Y. 
Benart Mail Sales Service, Inc.....228 E. 45th St., New York 17, N. Y 
Century Letter Co., Inc......... 48 East 2ist St., New York 19, N. Y. 
A. W. Dicks & Co. ......e00- 24 Adelaide St., W. Toronto 1, Canada 
The Reuben H. Donnelley Corp.......350 East 22nd St., Chicago 16, Ill. 
James Gray, Inc......... ..---216 East 45th St., New York 17, N. Y. 
Matlograph Co., ImG.....scscccscscces 39 Water St., New York 4, N. Y. 
Mailways............200 Adelaide St., West, Toronto 1, Ont., Canada 
The Rylander Company............+++. 19 S. Wells St., Chicago 6, IIl. 
The St. John Associates, Inc..... 75 West 45th St., New York 19, N. Y. 
Woodington Mail Adv. Service...... 1316 Arch St., Philadelphia 7, Pa. 
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MAILING LISTS—Brokers 






George R. Bryant Co., Inc.......595 Madison Ave., New York 22, N 
D-R Special List Bureau...... .......80 Broad St., Boston 10, 
Weneee EPG, BGs, ccccccces 257 Fourth Ave., New York 10, 
oe! ee ee Ninth Ave., New York 11, 
i ee 215 Fourth Ave., New York 3, N. 
ES. DINO. a 0s 010.006 6006-00 Ke d West 45th St., New York 19, 





Mosely Selective List Service. . ..38 Newbury St., Boston 16, Mass, 
Names Unlimited, Inc Fourth Ave., New York 10, N. Y. 
James E. True Associates -30 33rd St., Long Is. City 1, N. Y. 








MAILING LISTS—Compilers & Owners 














Boat & Equipment News......224 East 41st St., New York 17, N. ¥ 
Bookbuyers Lists, Inc............. 363 Broadweé New York 13, N. ¥ 
Boyd's City Dispatch, Inc. ..114-120 Ea 3rd .. New York 10, N. Y 
Creative Mailing Service, Inc..24 South Grove St., Freeport, L. I., N. '¥ 
Dunhill List Company............565 Fifth Ave., New York 17, N. Y 
Fisher-Stevens Service, Inc..... .345 Hudson St., New York 14, N. Y¥ 
Industrial List Bureau Astor Place, New York 3, N. Y¥ 

st 46th St., New York 17, N. ¥ 






R. Monty’s Turf Fan Lists. .201 
New Outlet Surveys. Tee er nion Square, New York 3, N. 
Official Catholic Directory Lists....12 Barclay St., New York 8, N. Y. 


Z 
a 


W. S. Ponton, Inc.....635 Avenue of the Americas, New York 11, N. Y. 
i. Bh CONE. 6 cc tc evvescesyneve 1400 Elizabeth St., Redlands, Calif. 
Wee, TRUE. ccc ccccces ....90 Fifth Ave., New York 11, N. Y. 


MATCHED STATIONERY 

Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
MESSENGER SERVICE 

Airline Delivery Service......60 East 42nd St., New York 17, N. Y. 


METERED MAIL EQUIPMENT 






Pitney-Bowes, - SPErrreerree tern ee ..Stmford, Conn. 
MIMEOGRAPHING 

Northern Copywriter Service........ 212 High St., Ishpeming, Michizan 
OFFSET PRINTING 

Bachman Reproduction Service......250 E. 43rd, New York 17, N. Y. 

PAPER MANUFACTURERS 

. ef. at. ee ee ...Appleton, Wisconsin 

The Gilbert Paper Company....................Menasha, Wisconsin 

Hammermill Paper Company........ Pennsylvania 

International Paper Company. . d New York 17, N. Y. 

Rising Paper Company. .....cccccccccveees Housatonic, Massachusetts 
PHOTO ENGRAVERS 

Ploneer-Moas, Imc.....cccecess 160 West 34th St., New York 1, N. Y. 


PHOTO RETOUCHING AND ART 
Joan Bishop..... rece ry Ts. ee ...603 Walnut St., Elmira, N. Y. 


PHOTOGRAPHS 
BG COBO. 2.0.0 ccccccscccssnee 10 East 38th St., New York 16, N. 
Washington Commercial Co. ..1200-15th St., N.W., Washington 5, D. C. 
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PLATES & STENCILS 
Columbia Ribbon & Carb. Mfg. Co., Inc.Herb Hill Road, Glen Cove, N.Y. 





Remington Rand, Inc..............+.+.2 Main St., Bridgeport 1, Conn. 
POSTCARDS 
Moss Photo Service, Inc....... 155 West 46th St., New York 19, N. Y. 
PRINTERS & LITHOGRAPHERS 
Brooklyn Press................335 Adams St., Brooklyn 1, New York 
College Press..... WEeTTIveT TTT tee South Lancaster, Mass. 
TES Meeeee OF DVO). «.0ssccvessses 30 Irving Place, New York 3, N. Y. 





re hep eeDNae ees Paradise, Pa. 
5 Diversey Ave., Chicago 39, Ill. 


. Goodman St., Rochester 7, N. Y. 


Printers and Publishe 
; Lithographing Co... 
Stecher-Traung Litho. Corp... 





PRINTING EQUIPMENT 


Harris Seybold Company.......... 4510 East 71st St., Cleveland 5, Ohio 


QUANTITY PHOTOGRAPHS 


Moss Photo Service, Inc...... 155 West 46th St., New York 19, N. Y. 
REBUILT MAIL ROOM MACHINES 
The Adamm Company.......... 250 Third Avenue, New York 19, N. Y. 
SEALING MACHINE 
Minnesota Mining & Mfg. Co.,....................St. Paul 6, Minn. 


STENCIL CUTTING & ADDRESSING 
Creative Mailing Service, Inc...... 24 So. Grove St., Freeport, N. 
T. M. Schoenfeld Co...........340 East 44th St., New York 17, N. 





ZY. 
z. 
TRADE ASSOCIATIONS 


. 42nd St., New York 17, N. Y. 
airfield Ave., Detroit 21, Mich, 





Direct Mail Advertising Assn.....17 Ez 
Mail Advertising Service Assn...18652 Y 


TYERS 
National Bundle Tyer Company.............++45. Blissfield, Michigan 
TYPE FACES 
American Type Founders Sales Corp......... Elizabeth, New Jersey 
TYPEWRITERS 
Remington Rand, Inc.........315 Fourth Avenue, New York 10, N. Y. 
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(Continued from page 7) 
40th Street. New York 18, N. Y. Con- 
tains additional names of dependable 
organizations striving to attain eventual 
peace through friendships by mail. 
There is a slight charge of ten cents 
per copy to defray expenses. 
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@ HERE IS ANOTHER unusual mail 
order operation. We'd bet very few of 
you know there is an organization de- 
voted entirely to supplying big men 
with shoes by mail. It seems like it 
is very difficult for big fellows to get 
footwear in the average retail store. 
And even when they can get the right 
size, the shoe isn’t built strong enough 
for the weight. So King-Size, Inc, was 
organized in Brockton 64, Massachusetts. 
They have thousands of customers 
throughout the country. Their letters 
and mailing pieces are exceptionally 
well-done. Write to Arthur Alexander 
and ask him to let you see some 


samples. 
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@ BY ALL REPORTS ... Ed Mayer 
made a fine talk at the Detroit Adver- 
tising Federation of America Conven- 
tion. “Wanted another Vice 
President.” In charge of Direct Mail. 
that is. The DMAA is reprinting it for 
members ... but understand anyone 
can get a copy by writing Association 
offices. 
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@ TO ANNOUNCE a new plant loca- 
tion and a new telephone number... 
The Taylor & Greenough Company, 


20-30 Beaver Road, Wethersfield 9, 
Conn. mailed an attractive folder. In- 
serted inside on a perforated gummed 
strip was a series of stickers to be 
distributed “where they will be most 
useful.” Stickers were earmarked for 
the sales manager, advertising man- 
ager, purchasing department, book- 
keeper, telephone operator, shipping 
department, and For the Boss. Good 
stunt. 


| | 
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@ ABBREVIATIONS are alwavs dan- 
gerous. It is a wise and safe rule to 
make your typists spell out the position 
titles for each executive addressed. 
Harrie Bell recently sent us a lulu ex- 
ample of how not to abbreviate. The 
envelope carried the corner card of a 
trade magazine. It was addressed to 
the space buyer of a prominent adver- 
tising agency. Following the execu- 
tive’s name was the abbreviation 
“S.B.” Harrie thinks those initials are 
not in very good repute at the present 
time even though some publications 
may consider space buyers as fitting 
the usual meaning of the abbreviation. 
No use rubbing it in. 
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@ “ARE YOU SATISFIED with Your 
House Magazine?” is the title of an ex- 
cellent 7 by 7 inch, 16-page deluxe 
booklet just issued by the Jefferson 
Company (designers), 424 Madison Av- 
enue, New York 17, N. Y. Pictures and 
describes some of the famous house 
magazines for which the Jefferson com- 
pany has done layout and art work. 
Fine job. 
ead 

@ SORRY TO HEAR of the death of 
our old friend, Forest B. Wilson .. . 
on April 30, 1950. He was the man 
who wrote such effective and home- 
spun cigar-selling letters for Thompson 
& Company of Tampa, Florida. He al- 
ways was a good influence among the 
mail order operators. And he will be 
missed. 
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@ THE BARRICINI CANDY Shops, 22-19 
4lst Avenue, Long Island City, N. Y. 
devote 20% of their advertising budget 
to Direct Mail. They have built a busi- 
ness doing an annual volume of $10 
million. Bulk of advertising is concen- 
trated around gift periods like Easter, 
Mother's Day and Christmas. Have 
served 4 to 5 million mail order cus- 
tomers during the past 22 years. Also 
uses Direct Mail effectively by issuing 
a credit card to executives ... to 
promote gift purchases. 
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@ THE BETTER BUSINESS BUREAUS 
have repeatedly and _ consistently 
helped the Direct Mail fraternity in the 
efforts to keep the mails free of fraud 
and misrepresentation. This reporter 
has had many opportunities over the 
years to work with various Bureau peo- 
ple ... either in getting or supplying 
information. We therefore recommend 
a careful reading of the recent 7 x 10 
inch, 20-page booklet published by The 
Association of Better Business Bureaus, 
Inc., Chrysler Building, New York 17, 
N. Y. It is in the form of an annual 
report for 1949 .. . but gives a valuable, 
histor:cal outline of the growth of the 
movement during the past 35 years. 
Also gives you an active list of the 
locations of all Bureaus with the name 
of the local manager. They are good 
people to know. 
eed 


@ ANOTHER PAT ON THE BACK for 
the E. F. Schmidt Company (creative 
printers and lithographers), 3420 West 
Capitol Drive, Milwaukee 16, Wisconsin, 
for a 32-page. 7 by 10 inch booklet 
titled “How to Plan and Produce Better 
Printed Advertising Material.” Booklet 
contains reprints of articles written 
originally by Joe R. Schoeninger for 
the Schmidt house magazine . . . on 
eleven different kinds of printed adver- 
tising material. Requests for reprints 


were so numerous, it was decided to 
condense all in one booklet. To cover 
cost... there is a price of $1 per copy. 
And it is worth every cent of it. Should 
be in every idea file. 
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@ SAMPLE LETTERHEAD PORTFOLIOS 
are becoming more numerous. It is 
good to see the paper manufacturers 
going back to a real selling job. 
Strathmore Paper Company. West 
Springfield Massachusetts, recently is- 
sued an impressive portfolio contain- 
ing 28 different letterhead designs de- 
veloped by Rudolph Ruzicka, one of 
America’s most noted designers. Well 
worth a place in your idea file. 
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@ THE STATE STREET TRUST COM- 
PANY of Boston, Mass. has issued a 
novel institutional or historical promo- 
tion piece. A paper bound 6” x 9” 
book, 146 pages. Title, “Town and City 
Seals of Massachusetts”. All seals are 
reproduced . - and there’s a brief 
description of origin. Unique feature: 
paper for entire book was treated (by 
special offset run from photographs of 
sheets from a 16th century volume) to 
make pages appear darkened or worn 
through age ... especailly outer edges. 
A marvellously effective job. 
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@ QUITE A BOOK ... is the 177 page, 
spiral bound 9” x 1114” volume pro- 
duced by the Milwaukee Journal, Mil- 
waukee, Wisconsin. Title, “Production 
of R O P Color”. The Milwaukee 
Journal has been a leader in the devel- 
opment of full color articles and ad- 
vertisements in standard sections. In 
1948 and 1949 it led all newspapers in 
America in run-of-paper color adver- 
tising. This book, just published, was 
Prepared to answer all the many ques- 
tions which flooded in to the manage- 
ment. It traces history of color and 
outlines the developed process step by 
step. Since speed is essential in news- 
paper production ... perhaps this book 
might help direct mail producers (and 
users) find ways to cut time and costs. 
Promotion Manager Court Conlee tells 
us that for self-protection they had to 
put a price of $2.50 per copy on this 
super-deluxe promotion piece. It’s an 
extraordinary job throughout. 
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@ THANKS TO ALL OF YOU who have 
put The Reporter on your mailing list 

. or who have sent us material or 
ideas for future issues. If we haven't 
answered every letter personally .. . 
blame it on the heat or vacations, or 
something. But every letter is valued. 
Keep on writing. 
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